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_ I want this Advertisement to catch the eye, rivet 
pe'the attention and appeal to the best judgment of 
just one, big, broad-guaged business man— 


—a man with enough discrimina- 
tion in his make-up to see an op- 
portunity, and sufficient push and 
enterprise to take advantage of it. 

Are you the man? Here’s the 
Opportunity with a big O. 

Kansas has not only harvested 
big crops this year, and last year, 
and several years before that, but 
she has grown and expanded. Her 
people—never narrow—have 
broadened; they have raised their 
scale of living; they are getting 
the good out of prosperity. They 
have become about the best cus- 
tomers in the world today for al- 
most every commodity of real 
value that American producers 
have to offer—from automobiles 
down to safety pins. 

I say the best customers, not 
only because they have the money 
to buy, and the desire to buy, but 
because there are so many things 
they haven’t had time to get yet— 
the money has come so fast. 

The miner just back from the 
Klondike with a little roll of $10,- 
000 is usually a better spender 
than the millionaire who has lived 
in luxury all his life. While Kan- 
sas isn’t going on any jamboree of 
wild extravagance, she is provid- 
ing herself with all the comforts 
and all the sane luxuries of mod- 
ern life. 

The discriminating gentleman I 
am talking to, Manufacturer or 
Merchant, appreciates the absorb- 
ing capacity of a market like that. 

I submit that here is an excep- 
tional opportunity for the man 
who can see it. 


Topeka Daily Capital 


Farmers Mail and Breeze 


Now, about taking advantage of 
it.. I know all about the little blue 
devils of Conservatism and Inertia 
that bob up between you and Op- 
portunity, every time Opportunity 
opens your door. 

I know all the stock excuses 
about lack of distributing facilities 
—and things like that. But I also 
know that the one man I am talk- 
ing to can find a way to get his 
share of Kansas’ Millions. 

I believe that I know Kansas 
folks pretty well—what they want 
—what they'll buy—how they’ll 
buy it, and what they'll pay for it. 

If you know your goods as well 
as I know Kansas, you and I to- 
gether can find a way to bring 
gether. It’s worth your while to 
look into it. Let’s sit down and 
talk it over, man to man. I don’t. 
want you to spend one cent-@h 
Kansas unless I first feel. pretty 
sure that it’s a safe invéstment 
for you. 

What do you say? Write me 
about it, anyway. Or if you’re in 
a hurry, wire at my expense. 


Publisher. 


Torexa, Kan., Sept. 9. 


P. S.—Whether you are the one man 
I am looking for or not, I should be 
glad to send you regularly the Capper 
Bulletin. It will tell you all about 
this great field and how to reach it, or 
you can get full information of any 
of my branch offices: 1806 Flatiron 
Building, New York, £; C. Feeley, man- 
ager; 409 U. S. Express Building, 
Chicago, 3; E. Brown, manager: 401 
Century Building, Kansas City, S. N. 
Spotts, manager. 


Weekly Kansas Capital 
Missouri Valley Farmer 


The Household 
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Only One 


THE WISCONSIN AGRICULTURIST 
is the only English general farm paper 
printed and published in Wisconsin. 


Others claim to be, but: did you ever look 
into the nee and find out whether 
or not they are? 


THE WISCONSIN AGRICULTURIST 
is a Wisconsin farmer’s paper, printed 
and published in Wisconsin. 


We guarantee a circulation of 60,000 weekly 
and 56,000 of this goes into the homes 
of the most prosperous and well-to-do 
farmers in Wisconsin. 


THE WISCONSIN AGRICULTURIST 
with its 60,000 circulation has the very 
low rate of $3.50 per inch. May we tell 
you more? 


The Wisconsin Agriculturist 


ARTHUR SIMONSON, PUBLISHER 
Racine, Wisconsin 


GEORGE W. HERBERT WALLACE C. RICHARDSON 
Western Representative Eastern Representative 
First National Bank Building, Chicago Temple Court, New York City 
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THE PASSING OF THE much experience backed by a 
7 “PANIC.” plentiful supply of nerve to face 
the music under such conditions. 

A BIRD'S EYE VIEW OF THE ADVER- But it requires still more nerve 
TISING SITUATION TO-DAY—THE for a new advertiser to grasp the 
SO-CALLED DEPRESSION HAS opportunity presented by panicky 
PASSED INTO HISTORY—LEADERS conditions, and therefore the men 
IN THE NEWSPAPER, MAGAZINE, who did so are entitled to all the 


OUTDOOR AND OTHER FIELDS JUBI- 
LANT OVER THE_ OUTLOOK—IM- 
PORTANT SUPPORT GIVEN TO THE 
ENTIRE BUSINESS SITUATION BY 
THE BIG CORPORATIONS. 





The commercial flurry of a few 
months ago proved to be rich in 
valuable results, not the least of 
which was the lesson taught 
American business-men. 

As usual, during such periods, 
a number of timid manufacturers 
got panic-stricken and proceeded 
to “cut down expenses” by reduc- 
ing the volume of their advertis- 
ing. They learned that such a 
course was disastrous because it 
simply meant letting down the 
bars to their wiser competitors. 

Other manufacturers, not easily 
scared by the “hard times” bogy, 
extended their advertising. They 
learned that such a policy meant 
not only an increase in trade but 
a permanent increase. 

Now that the days of depression 
have passed into history, the 
manufacturers who sought the tall 
timber have gathered up courage 
nd returned to the open. But 

they are not happy. They have 
found that a large and juicy slice 
of their old trade is in the pos- 
session of the other fellows, and 
it means a lot of hustling, a lot 
of aggressive work, a lot of ad- 
vertising in order to regain their 
former standing 

Nevertheless we must not too 
severely censure the man who 
tuns for cover when the commer- 
cial sky grows cloudy. It requires 


credit that can be given them. 

As absolute evidence of the fact 
that normal conditions have re- 
turned, it may be stated that the 
largest advertising agents in the 
country are now placing a very 
large volume of business from 
new advertisers—not so large per- 
haps as in some previous years, 
but large enough to show that a 
great many new advertisers were 
developed -during the so-called 
hard times. 

As far as my own experience is 
concerned all the advertisers with 
whom I am acquainted are plan- 
ning their campaigns as_ usual. 
Some of them, in fact, propose to 
advertise more extensively dur- 
ing the coming season than ever 
before, so that the indications are 
that the total volume of business 
placed during the fall and winter 
of 1908 will be larger than that of 
1907 or 1906. Moreover, my ex- 
perience is not unique. Every im- 
portant agent with whom I have 
talked—men like John Lee Mahin, 
A. D. Lasker, O. H. Blackman, 
Ralph Holden, Frank Presbrey 
and others—are not only sending 
out as much or more _ business 
for their old clients, but in addi- 
tion, a large amount for new ones. 

The publication field also sup- 
plies us with abundant testimony 
as to the return of prosperity. 
The leading newspapers in most 
of the larger cities are showing 
satisfactory gains in local adver- 
tising and, in many instances, in 
general advertising also. 

Consider for a moment the situ- 
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ation at two different points of the 


compass. In the Great Northwest 
the newspaper publishers have 
hardly known anything about 


hard times. The big newspapers, 
like the Minneapolis Journal and 
St. Paul Dispatch have forged 
ahead steadily through it all and 


are to-day carrying a_ larger 
amount of business than ever 
before in their history. In 
the Southwest similar condi- 
tions prevail, the really good 
newspapers showing continued 
gains. 


Now let us glance at the great 
agricultural section of the Mid- 
dle West. Leading publishers of 
this part of the country like Au- 
gust Seested, of the Kansas City 
Star, and Arthur Capper, who 
publishes a chain of papers in 
Kansas, report that they have not 
felt the hard times at all. They 
have been carrying a constantly 
increasing volume of advertising 
and are to-day in a most prosper- 
ous condition. 

In the manufacturing districts 
of the East and South, of course, 
the newspapers have keenly felt 
the depression. But that is now 
past and gone. At the present 
time conditions are normal in 
practically every instance—a fact 
which is attested by teeming ad- 
vertising columns. 

With the agricultural publica- 
tions business is certainly good. 
An interesting incident in this 
connection is the recent announce- 
ment of the Farm Journal of Phil- 
adelphia to the effect that all the 
advertising space in that publica- 
tion for October has been sold and 
that no more can be accepted. 
Furthermore, all the leading lists 
of farm publications, such as those 
represented by Mr. Richardson 
and Mr. Fisher, conclusively show 
a general resumption of advertis- 
ing to reach the rural population. 
The same may also be said of the 
co-operative weeklies, like Kel- 
logg’s Lists and the Atlantic Coast 
Lists. 

In the magazine field, in spite 
of the hard times, several of the 
younger publications have pro- 
gressed amazingly, while the old 
stand-bys, like the Saturday Even- 
ing Post and the Ladies’ Home 
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Journal, have made and are still 
making .tremendous gains. 

Out-ofidoors the situation is 
equally satisfactory. The big con- 
cerns like Gunning, Cusack and 
Gude have had their boards full 
all the time. And simply to pile 
on the proof a little thicker it may 
be mentioned that several new 
concerns—for example C. J. Sulli- 
van—were able to start business 
right in the midst of the hard 
times and to show profitable pro- 
gress. 

As far as the street cars are 
concerned, people who ride may 
see for themselves in what a splen- 
did condition is this end of the 
advertising business. I believe 
that Mr. Balmer will bear me out 
in the statement that he has had 
no trouble whatever to keep his 
cars full and the time will soon 
arrive, if it is not already here, 
when all the street car advertis- 
ing companies will have a waiting 
list of considerable proportions. 

This bird’s-eye view of the ad- 
vertising field furnishes indisput- 
able evidence that to-dav a con- 
dition of prosperity exists through- 
out the country, and that the out- 
look is particularly bright. 

To the trained advertising man 
such facts reveal the actual situa- 
tion far more clearly than any 
statistics that can be worked out. 
Of course all industrial figures. 
like those furnished by the De- 
partment of Commerce and Labor 
are vital; yet it cannot be denied 
that advertising is and always has 
been a true barometer of business. 
In spite of all theory and logic. 
the newspapers are never crowded 
with business when times are 
hard, but show a constantly rising 
volume of advertising with the 
return of normal conditions. This<, 
is simply due to the fact that it 
is the policy of most advertisers 
to advertise when the consumer 
is buying, and the consumer buys 
when times are good and he has 
money in his pockets. 

A notable feature of the situa- 
tion has been the optimism of 
publishers, advertisers and adver- 
tising men. Their confidence has 
been unshakable. I believe it to 
be beyond question tht their at- 
titude—their unwavering faith in 
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Nearly 


One Million 


THE SATURDAY 
EVENING POST 


Has attained a larger circulation than 
any other weekly publication ever 
published in the United States. For 
August, always a dull summer month, 
the editions were as follows: 


August 1— 896,793 
Aug. 8—905,005 | Aug. 22—936,113 
Aug. 15—917,086 | Aug. 29— 958,827 


For the first week in September: 


962,550 


copies 


No cut club rates with other publi- 
cations, no premiums thrown in, no 
free sample copies. Editions solid, 
substantial, paid for at full regular 
price, for their contents alone. There 
is no other inducement. 


THE CURTIS PUBLISHING COMPANY 


PHILADELPHIA, PENNSYLVANIA 
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the future—has been one of the 
greatest factors in bringing back 
the condition of prosperity which 
the country is now enjoying. It 
is not the only factor, however. 
Another, and a very important 
one, has been the attitude of the 
great corporations. Their bigness. 
solidity and influence have counted 
for steadiness, and their wise 
policy of conducting extensive ad- 
vertising campaigns right through 
the hard times has stimulated con- 
fidence and strengthened the hands 
of weaker business institutions. I 
think we all have a better under- 
standing of the big corporations 
to-day than ever before, now that 
the smoke of battle is clearing 
away. The newspapers have dis- 
covered that while some corpora- 
tions are, bad, many others are 
good, and the old-fashioned idea 
of indiscriminate condemnation is 
at an end. 

Were I at liberty to do so, I 
could produce figures bearing on 
advertising campaigns now start- 
ing which would demonstrate 
clearly how satisfactory is the 
present business situation and out- 
look. But the facts presented 
above are such as anyone can 
verify for himself, and further 
proof is unnecessary.- Certainly 
the opportunity for successful and 
profitable exploitation of any 
manufactured product was never 
better, and the manufacturer who 
takes advantage thereof is bound 
to reap a rich reward in dollars 
and cents. 

7. dD. 


a a at 


CLINCHES THE ARGUMENT. 


HAMPTON. 





New York, 22 August, 1908. 
Editor of Printers’ Ink: 
Riding home the other day on the 
Lackawanna railway, I read the current 


issue of your valued publication. With 
much interest I read Mr. Snyder’s 
word on “Fool Names.” 

. As I finished reading about 


“Uneeda,” I looked out at the passing 
landscape, and saw a new sign of 
“Mustapha Biscuit’! It was a coinci- 
dence, surely. 

The suggestion—Uneeda,” 

The decision—‘Must-have-a.” 

It seems almost a pity that the two 
names do not belong to the same com- 
pany. 
: Very truly, 

CuHas. Detter ALLEN. 


NO EXCUSE FOR BUSINESS 
DEPRESSION NOW. 
By S. C. Dobbs. 
Sales Manager Coca-Cola Company, 
4 tlanta, Ga. 
The outlook for the South was 
never so bright. 
We need only to get to work, 
talk the gospel of good cheer and 
we will not find it necessary to 


wait until next year or some other “ 


far distant date for the return of 
so-called normal business condi- 
tions. 

Talking to-day with the presi- 
dent of one of the South’s largest 
banks, I asked, “What is the out- 
look?” “Splendid,” was his prompt 
reply. This man had reason to 
know what he was talking about. 

Panics, so-called, and seasons of 
business depression and _ financial 
stringency are largely brought 
about by abnormal mental condi- 
tions. We get scared, throw down 
our hoes, yell fire and take to the 
woods. 

Most of us have mustered up 
sufficient courage to get out in the 
open. We find that the sun is still 
shining. Now let us get busy, and 
lo and behold those ideal condi- 
tions are here. 

The Coca-Cola Co., in common 
with all other business interests, 
has suffered during the past year. 
However, we have been able to 
keep ahead of the volume of busi- 
ness done in 1907, which was the 
largest in its history. 

In January, 1908, we faced what 
promised to be a hard year. In- 
stead of pursuing a policy of re- 
trenchment we set aside a larger 
appropriation for advertising than 
that of the year previous, and even 
this appropriation, which was 
$500,000.00, has already been ex- 
ceeded, and more will be spent. 

Several times during the months 
of June, July and August we used 
full-page copy in the big dailies. 
We have as yet not had reason 
to regret the policy. 

We very largely increased our 
1908 painted display over that of 
1907. We now have a showing of 
more than 2,500,000 square feet of 
painted walls (to this we are con- 
stantly adding), with an adequate 
display of posters and painted bul- 
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OST — Several advertising 
contracts, ostensibly on 
the ground that we 

would not promise or guaran- 
tee position at run of paper rate. 


@ Weare anxious to comply 
with the wishes of adver- 
tisers as far as is consistent 
with the wishes of our other 
patrons, but, in our opinion, 
the location of advertisements 
should be determined by 


The length of time the advertiser has used 
the publication, 

The size of the contract, 

The size, shape and character of the copy, 

The time O.K.’d copy is received. 
While the last forms do not close until the 
5th of the month preceding the date of issue, 
we start to O.K. pages fifteen days earlier. 


Is not this fair and reasonable ? 


@. The on/y bargains offered in 
McClure’s Marketplace are 
offered open/y to all. 


JOSIAH JUDSON HAZEN, Advertising Manager 
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letins in every important city in 
the United States, Canada and 
Cuba. 

We have not depended upon 
this advertising to carry itself. 
We have followed it up with a 
thoroughly organized and aggres- 
sive selling campaign. 

We have worked closely every 
town of sufficient size to justify 
such .work in the 48 states and 
territories, and on the whole with 
results not unsatisfactory to our- 
selves. 

This week we sent out to our 
salesmen a general letter of en- 
couragement and enthusiasm in 
which we said, “We believe we 
are entering upon a season of un- 
usual business activity. Confidence 
is being rapidly restored. Mills 
and industrial enterprises are open- 
ing up everywhere. The farmers 
are harvesting bumper crops. That 
means these people will have 
money to spend. 

“We confidently expect an un- 
usually large volume of business 
in September, and hope you will 
be able to make it the best month 
you have ever had.” 

The cotton crop—the great 
money crop of the South—is 
promising both in quantity and 
price. That means to Georgia 
alone nearly $150,000,000.00. 

When the farmer prospers the 
world waxes fat! 

There is no need for any busi- 
ness depression. There even isn’t 
any excuse for it. 

The representative of a large 
Pittsburg glass concern was in my 
office to-day; in a general conver- 
sation he stated that he had never 
enjoyed such a run of business as 
had come to him on his present 
Southern trip of about four 
weeks. 

A canvass of the leading mer- 
chants of Atlanta reveals the fact 
that they have been buying with 


unusual liberality for the fall 
trade. 
Dwellings, store rooms, build- 


ings for manufacturing purposes, 
are in course of erection in every 
section of the city. Twelve hand- 
some homes have been built with- 
in the past year on one short 
street and under conditions abso- 
lutely normal. 


No! We do not look for a 
return of “normal conditions.” 
These conditions have already 


been realized. We are looking for 
unusual activities in all lines of 
business. 


DETROIT’S BOOMING | IN- 
DUSTRIES. 





By Henry D. Wilson, 
Advertising Manager Cosmopolitan. 
No city in the country to-day 

shows such manufacturing initia- 
tive, such rapid, progressive 
strides, such firm faith in her 
own commercial strength, as De- 
troit. A recent visit unearthed 
more live prospects for national 
advertising campaigns than I have 
observed in the same city in the 
past five years. 

Its automobile industries stand 
out prominently with a tendency 
towards concentration among the 
minor firms which speaks volumes 
for the business acumen of the 
manufacturers. The national ad- 
vertising from this trade alone is 
going to be greater than in any 
former year, as Detroit produces 
the highest priced and the lowest 
priced cars manufactured in the 
country, and both will be in the 
field—the national publicity field— 
for next season, to say nothing of 
the host of middle priced cars, 
tires, etc. 

Mr. Seward of Berry Bros. 
Varnish House had not much time 
for talk, but, said he: “We are 
shipping car load for car load 
week after week with 1906 and 
1907; as a matter of fact, our 
stocks are not accumulating and 
the varnish trade have stopped 
telling us collections are slow. We 
are all busy and advertising in- 
vestments in the national field will 
soon be resumed.” 

Mr. Woodward of the Acme 
White Lead Company with his 
cheery paint is on the jump. The 
house owner dresses his house as 
he does himself, and you will -find 
him brightening up this fall with 
as much energy as he has ever 
shown. “We never had more cour- 
age and we'll keep right on telling 
our story for next season, which 
we believe will be a banner one.” 
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New Blood— 





Plus L.xperience 


We are three men who have organized a new 
Advertising Agency to give service. 


We have had good, old-fashioned experience in 
factory, office and most valuable of all—road 
salesmanship. 


Turning later to advertising as a chosen work, 
We were associated for a number of years with 
one of the largest New York Agencies. Our 
work for many successful national advertisers has 
been in evidence in magazines and newspapers 
during this time. 


To be frank, we haven't a heaven-born genius 
among us, nor have we discovered any new 
theories that will “revolutionize business.”’ 


On the contrary, in our previous work we found 
success came by applying business methods to 
advertising. Our cordial relations with clients 
were accounted for by our thorough study and 
understanding of their proposition, and our close 
co-operation with them in carrying out every 
detail of their advertising and sales plans. 


If you are looking for intelligent, conscientious 
service, based on practical knowledge—not on 
nebulous theory—we shall be glad to give full de- 
tails of past experience and the most satisfactory 
references. You can then decide the value to you 
of “New Blood—Plus Experience.” 


The Blackman Company 


O. H. Blackman, Pres’t Frederick J. Ross, V. Pres’t Frank J. Hermes, Sec’y 


10 East 33d Street, New York City 
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Mr. Steward of the Farrand 
Organ Co. said the outlook for 
their concern was never in its his- 
tory so bright. Said he: “I have 
heard of other concerns in our line 
using the soft pedal, but we are as 
busy as bird dogs. Our output for 
the past three months exceeds the 
same period at any time in our 
history, and we look for no let-up 
in this season’s demand. We shall 
be in the national advertising field 
and with an increased appropria- 
tion. That’s where we stand.” 

Mr. Standart of the Murphy 
Chair Company is certainly one 
grand optimist. “Our great trouble 
is to keep up our stock,” he re- 
marks. “We have not worked a 
short week or shut down our fac- 
tory or curtailed our product, no 
siree, just the reverse. People will 
sit down, that’s why we make 
chairs. Some sit more than others. 
I suppose that’s why we keep 
busy. Where do they go to? Ask 
me where do pins go. We have 
been making chairs for 36 years 
and I think we’ll make more the 
coming season than we ever be- 
fore did in our history. I wish 
we could accumulate some stock, 
then I’d feel easy. But look at 
that string of cars going out—all 
chairs. Why don’t I do national 
advertising? Well, maybe I will 
some day. There is not a parlor 
in the country to-day that is not 
advertising some man’s _trade- 
mark, be it on the piano, the table 
or some advertised article. I don’t 
see why I can’t trade-mark my 
chairs.” 

The river front from the Chal- 
mers-Detroit Automobile Factory 
down to the Solvay works and 
thence to Wyandotte is one chain 
of industrial hives, every alternate 
link of which is a national adver- 
tising possibility that will within 
the next year become a probabil- 
ity, if not a fact, in our pages; 
then swing around that great 
semi-circle of factories to the 
north and watch the clouds of 
black smoke and jets of steam— 
not one of them idle—and then 
you will think with me: Well, this 
is certainly one glorious town to 
lead the calamity howler to, al- 
though between you and me he is 
getting as scarce as the fellow who 


wants to talk politics, and God 
bless him—I only heard one of 
him during my last western trip: 
“Say, old man, we’re getting to be 
a mighty wise bunch, we working 
men of this country. No more 
carrying the banner or blacking 
each other’s eye in contention over 
some politician getting a fat sal- 
ary. We all of us are busy trying 
to get the wherewith to buy little 
red shoes for our own brood.” 

But to get back to Detroit. I 
wish I had time to tell you about 
all the prospects the advertising 
man can find there. Stop off on 
your next western trip, old man, 
and look the town over. Make it 
your business to interview just 
one manufacturer. Take him at 
random. He’ll give you a lesson 
in optimism, 


A MIX-UP OF DUKES. 





Lonpon, Aug. 13, 
Editor of Printers’ Inx: 

Flattered by your reference to my- 
self and work in Printers’ Ink, August 
5, I note with alarm that you are mis- 
informed about my address. I have 
not set up as an advertising specialist 
at Beaufort House, but at Clun House, 
in Surrey Street, London. 

Let not the traveling reader seek up 
and down Surrey Street for Beaufort 
House—once a residence of mine in 
another quarter of London named 
from the Duke of Beaufort. Baron 
Clun is one of the subsidiary titles of 
another nobleman, the Duke of Nor- 
folk, in whose estate Clun House and 
Surrey Street are situate. In this ducal 
mansion, one in a group of quite the 
best office buildings in London, visitors 
pom America will always be welcomed 
vy 


1908. 


Your correspondent, 
T. Russe. 
+> 


FIRST, GAIN ATTENTION. 


The first appeal of an advertisement 
must be to the eye. Ninety per cent. 
of the worth of an advertisement lies 
in its ability to attract attenion~or 
perhaps, I should have said ninety-nine 
per cent. With this ability, even poorly 
written copy will make good; without 
it, all is lost. 

[I can write an advertisement in a 
short while, but it sometimes takes me 
“— hours to properly lay it out. 

Good copy is important. But it is by 
no means the most important thing to 
be considered in advertising. All re- 
sultful advertising must make its appeal 
to the eye.—Glenwood S. Buck. Adver- 
tising Manager Buck’s Stove & Range 
Company. 
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ADVERTISERS OPTIMISTIC. 


REPORTS FROM VARIOUS INDUSTRIES 
SHOW A DECIDED RETURN OF CON- 
FIDENCE—CONCERNS WHICH KEPT 
UP THEIR APPROPRIATIONS ARE 
CONGRATULATING THEMSELVES— 
NO MORE REASON WHY ACTIVITY 
SHOULD BE POSTPONED UNTIL 
AFTER ELECTION THAN AFTER 
EASTER OR FOURTH OF JULY— 
SOME ADVERTISERS TOUCHED HIGH 
WATER MARK IN PANIC TIMES. 





The reason that advertising me- 
diums show losses in panic times 
is that advertising is unfortunate- 
ly the easiest expenditure to cur- 
tail. It is impossible to cut off 
fixed charges like rent and insur- 
ance. Neither does any concern 
want to disrupt an organization 
that it has been years in building 
up. But it is a very simple thing 
to cut an advertising appropria- 
tion in two or to dispense with it 
entirely when a period of financial 
depression sets in. 

Furthermore in most lines of 
business a reduction of advertis- 
ing is not immediately felt. 
Houses that have advertised per- 
sistently and well for a period of 
years will have accumulated suffi- 
cient headway to tide them over. 

But if the business belongs in 
the category of “advertising suc- 
cesses,’ sooner or later it is 
bound to feel the results of a mis- 
taken retrenchment. It may then 
require several times the amount 
of money “saved” to get the busi- 
ness back on its former basis of 
prosperity. 

There is no doubt from the 
various sources of information 
available to Printers’ INK that 
the country is right now on the 
verge of a great business revival. 
It is true that not all factories 
are running on full time and 
many men are still out of work. 
But the immediate future is full 
of promise. Wall street has dis- 
counted the return of prosperity. 
The sharp advances in the best in- 
vestment securities indicate that 
the Morgans, the Harrimans, the 
Standard Oil people know that 
good times are close at hand and 
are backing up their opinions with 


(Continued on page 14) 





Facts for 
| Advertisers 


| The Chicago Record-Herald 
has added still another month 
to its record of advertising gains 





Display A dvertising | 
Gained 18% 
in August, 1908 | 


| over August, 1907, and the 
charges for classified advertis- 
| ing increased five and four- | 
tenths per cent. A_ notable 
showing for the dog days | 


|The Chicago 


| 


| Record - Herald | 











Tell the Truth and 
Shame the Devil 


Two years’ campaign af- 
ter delinquents, new postal 
ruling, business depression. 


PROBABLY AVERAGE 
LESS THAN 
1,500 
for 1908, BUT—we find 
most of the “drops” are 
borrowing the paper (got 
to have it), list is growing 
again, and we still 


EMPHATICALLY CLAIM 


to be, by far, the most wide- 
ly read paper in southern 
Ulster and eastern Sullivan 
counties, N. Y. 


THE JOURNAL 
Ellenville, N. Y. 
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LEADS BY NEARLY 
70,000 LINES 


@In eight months—January rst, 1908, to August 31st, r908—the 
daily PUBLIC LEDGER printed MORE paid classified advertising 
than any other newspaper in Philadelphia, morning or evening! 
It not only printed MORE, but 69,174 lines MORE than the next 
highest, the morning Inquirer, and 477,189 lines MORE than the 
highest evening paper, the Bulletin—(all classified advertising rates 
at Philadelphia are uniform). It printed in paid Real Estate adver- 
tising 149,334 lines MORE than the average in the seven city daily 
newspapers; in Financial, 71,425 lines MORE than the average; 
in Summer Resort advertising 80,843 lines MORE than the aver- 
age—in fact, in all that appeals to the mass of the community with 
buying ability, it is overwhelmingly ahead, as it is pre-eminently 
ahead in the grand total. 





@ Results can be traced with mathematical accuracy when one 
advertises Real Estate for Sale, or Houses or Property to Rent, 
Resort Hotels, Bond or Stock Offerings, etc., because when a 
transaction results from such advertising invariably the paper that 
brought the parties together would be mentioned; hence there 
can never be any doubt whether any such announcement brought 
returns. 


@The bulk of a community, nearly everybody of any consequence 
—in fact, the only persons to whom any sort of advertising could 
or would remotely appeal, are the ones to whom the above- 
mentioned classifications are addressed. Consequently that news- 
paper which brings the best returns to those who alone can cor- 
rectly measure results, and that newspaper which brings such 
returns from the community at large is undeniably the best 
medium for general advertising. 
8a In view of these facts, which prove conclusively 

that this newspaper brings the BEST RETURNS 

to advertisers who have the best means of TRAC- 

ING THEIR RETURNS from the great mass of the 

community, rich and poor, why may we not receive 

your largest advertising copy ? 
The present circulation of the PUBLIC LEDGER is LARGER 

than at any period in its preceding 73 years. 


THE DETAILED PROOF 


Total number of lines of ALL paid Daily Classified Advertising, in- 
cluding ALL paid ‘‘Want Advertising’’ of ANY character, in all 
Philadelphia daily newspapers, Jan. 1, ’08, to Aug. 31, ’o8 (8 mos. ): 
THE TOTAL OF ALL THE DAILY CLASSIFIED OR “WANT” 
~iggeatagr IN THE EIGHT MONTHS PERIOD 
Public Ledger Record Press 
1,113,622 1 044, ‘448 607,994 496,694 


N. pa ss Bulletin rem eine 
502,004 636,433 216,538 
Lines Lines Lines 


No Special Issues Included 
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These Advertisers Can Trace Results 




















THE LEADING HEADINGS 


Total number of lines of Daily Classified Advertising in the leading headings in all 
the Philadelphia Daily newspapers Jan. 1, 1908, to Aug. 31, 1908 (8 months): 


LINES OF ADVERTISING IN THE DAILY NEWSPAPERS FIRST EIGHT MONTHS 1908 
NO SPECIAL ISSUES INCLUDED 


LEDGER | Inquirer | Record | Press | No. Am. | Bulletin | Telegraph 
Real Estate . . 212,078 | 96,049 | 55,552 | 50,193 | 60,356 | 62,282 | 52,031 














*Financial . . 178,496 | 91,141 | 97,731 | 138,739 | 87,316 109,334 | 118,165 
Legals . . . 75,986 | 15,324 | 30,063 | 23,201 | 14,135 | 14,063 | 15,076 
Resorts . . .-177,216 | 126,869 | 106,578 | 116,297 | 87,499 | 83,167 | 57,832 
Auctions. . . 135,266 | 8,975 5,315 | 715 | 3,931 2,952 | 517 
Religious . . 36,242 | 3,504 585 | 4,370| 801 | 25,130) 7,548 
Mortgages . . 23,111 6.550 5,239 | 6,250 | 8,227 4,663 | 3,678 
*New Publications 35,823 | 6,754 | 16,105 | 17,808 | 19,119 7,563 | 5,009 
Apartments . . 12,286 | 3,631 1,970 | 4,617 | 5,860 | 6,947 | 1,183 
Special Notices. 15,792 | 5,374 7,114 | 7,638 | 4,925 8,525 | 4,698 
Storage . . . 8,370) 4,675 | 2,081 | 2,335 | 2,406 1.555 | 1,140 
Machinery . . 3,508 | 2,002 982 | 1,064} 735 409 | 49 
Dividends’ . . 6,867 2,011 2,782 | 4,332 | 2,591 4,319 |. 4,189 
Partnerships . 3,740 19 53 | 569 253 1,539 | 95 
Bldg. Associations 1,229 19 56 | 21 4 116 | 10 
Reohen . . .§ 1906). 100.| 719; 20). 30 704} 143 
tDeaths . . . 4,954 1,014 2,799 | 182 109 30 | 820 
tMarriages . . 45 | 14 6 | 12 | 15 ene coe 








*The lineage of these two classifications is not included in any of the above totals, as they are not em- 
braced as part of the want advertising. Number. 





I hereby solemnly swear that the above figures are accurately 
compiled for each newspaper mentioned and are accurately given 
. is without alteration, each newspaper being carefully measured and 
counted on precisely the same basis, all advertising being paid 
business, ana all small or want advertisements being included. 

Sworn to and subscribed before me this 6th day of August, 1908. 


Signed 


LINCOLN CARTLEDGE, 
Notary Public. 


a 


Pane | M. FRANCES NEAL, 
— Classified Advertising Statistician. 
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their money. The great capitalists 
would not be taking this end of 
the market if they considered 
“Good Times” remote. 

The two most important factors 
in national prosperity are the 
crops and the money market. 
Both are now in eminently satis- 
factory condition. Financiers state 
that it is not probable that there 
will be any great strain upon the 
market before 1910. The crops are 
now safe. Our two great money 
crops are corn and cotton, and in 
quantity they promise to be among 
the largest ever harvested. Wheat 
and oats, while somewhat disap- 
pointing in view of early reports, 
are conceded to be fully up to the 
ten-year average. 

It is the fact that the people 
will have the money this winter to 
buy what they want, in luxuries 
as well as necessities. Why should 
manufacturers hesitate to go after 
the business that is in sight? No 
good reason being apparent, the 
best judges of commercial condi- 
tions predict that there will be a 
general revival in advertising in 
which some important appropria- 
tions will be increased in the ef- 
fort to retrieve lost ground as 
rapidly as possible. It is a sane, 
businesslike policy and Printers’ 
InK expects to record some new 
high records in successful adver- 
tising for the season of 1908-’09. 





PEERLESS AUTOS SHOW LARGE. 
LY INCREASED OUTPUT. 


Tue Peertess Motor Car Company, 
CLEVELAND, O., Sept. 2, 1908. 
Editor of Printers’ Inx: : 

We anticipate a return to normal busi- 
ness conditions as far as our business 
is concerned during the coming year. 
Certainly the indication at this season 
show that ‘our output will be increased 
over last year by a good number of 
cars. Orders received at the present 
time are far in excess of orders re- 
ceived during the same month of previ- 
ous years. 

The amount of advertising that we 
will do will be approximately the same 
in volume as that carried last year, as 
we did not materially reduce our adver- 
tising before, during or after the panic 
of last fall. Would you visit our fac- 
tory you would not think that we were 
waiting until after election before begin- 
ning aggressive work. The new build- 
ing of 16,000 square feet is rapidl 
being put to completion and other build- 
ings are contemplated for erection this 





fall. 
During the depressed period this last 


year, we employed 75 per cent. of 
largest working force on full time. This 
we understand to be a better proportion 
than any other industry in Cleveland. 
Tue Prertess Motor Car Company, 
Ervin L. Foore. 


“NATIONAL LEAD” ALLOWS 
NOTHING TO INTERFERE WITH 
ITS EFFORTS FOR MORE 
BUSINESS. 





NationaL Leap Company, 
New York, August 27, 1908. 
Editor of Printers’ Ink: 

Replying to your favor of August 25th 
relative to the business outlook and bas- 
ing our statements upon your questions, 
beg to say that with us business has 
been exceptionally good this year and 
we expect it to continue to improve. 
We did not allow the depression 
existing in. some lines of business and 
which naturally seemed to threaten our 
own, to alter our advertising expendi- 
ture and have not given the fact that 
this is a presidential election year an 
thought to the extent of fearing the etf- 
fect it might have upon our business. 

We are not in a position to say abso- 
lutely how our business has stood the 
stress of the last few months as com- 
pared with non-advertising competitors, 
but the impression seems to exist that 
our prosperity — this year has not 
been generally shared in our field. 

O. C. Harn, 

Manager Advertising Department. 


FIVE MILLION DOLLAR CONCERN 
THAT PREACHES CONFI- 
DENCE. 








Burroucus Appinc Macuine Company, 
Detroit, August 27, 1908. 
Editor of Printers’ Inx: 

We are making our plans for the re- 
turn of normal business conditions; in 
fact, our sales are normal at the present 
time, because our sales organization has 
realized our best expectations. 

Our advertising during the past 
twelve months is based on an appropria- 
tion larger than we have ever or be- 
fore, so you see the “panic” of last 
fall did not disturb our faith in the 
business future. 

We have been preaching confidence 
and faith for we believe that the coun- 
try was never in better condition to do 
business than it has been for the past 
twelve months. We do not believe in 
waiting for elections, or the first of the 
year, or any other time. e believe in 
panting for business today as we have 
been fighting for it for the last ten 
months and we expect to continue to 
fight for it. 

Inasmuch as we sell 90 per cent. of 
all the adding and listing machines sold 
in the country, we can hardly make a 
comparison of what our concern is 
doing with what any other adding ma- 
chine company may be doing. e are 
satisfied with the present outlook and 
we feel that there is nothing more to 
be _ said. 

_ The writer wishes to take this occa- 
sion to congratulate Mr. Romer on ac- 
quiting an interest in Printers’ Inx. 

e has followed Printers’ Inx ever 


since Mr. Romer was fts editor. It has 
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heen a constant source of inspiration 
during the fifteen years of his experi- 
ence of an advertising man, and he can 
wish the new publishers nothing better 
than that they will in the future realize 
their opportunities as well as the publi- 
cation has always realized its opportuni- 
ties in the past. 
Burroucus Apptnc MacHINE Co., 
By E. St. Etmo Lewis, 
Advertising Manager. 


“THE LEAD WITH THE SPREAD” 
SHOWS A GAIN IN SALES. 


CarteR Wuite Leap Co., 
Curcaco, Sept. 1, 1908. 
Editor of Printers’ INK: 

Replying to your letter of the 25th 
ult., we made no change in our adver- 
tising plans because of the financial dis- 
turbance last fall; in fact, we added 
somewhat to our previous year’s appro- 
priation. 

The pure white lead trade has been in 
a very prosperous condition during 1908 
and our sales have shown a slight in- 
crease over those of the preceding year. 
It would probably not be fair to ascribe 
all of this increase to advertising, be- 
cause we believe all makers of pure 
white lead have enjoyed a good year. 

This increased business is doubtless 
due, at least in part, to the fact that 
during periods of depression the prop- 
erty-owner gives more careful attention 
to-the selection of paint materials. He 
makes a more intelligent effort to get 
his money’s worth 

While we have made no definite plans, 
we expect to go right ahead during 1909 
and will be disappointed indeed if our 
business does not show the increase 
which we have come to expect from 
year to year. 

Carter Wuite Leap Co., 
. CUYLER, 
Advertising Manager. 


INCREASED ADVERTISING— 
SALES UNPRECEDENTED. 











Dramonp Crystat Sat Co., 
St. Cratr, Mich., Sept. 3, 1908. 
Editor of PrIntERs’ INK: 

In reply to your favor of the 21st, 
we are glad to co-operate with you so 
far as we can in helping to create con- 
fidence in business conditions, which. we 
believe is all that is necessary to re- 
store the prosperous times we have en- 
joyed for several years past. 

To be more personal, we have felt 
all along that there would be just as 
much consumption of our products as 
ever, and have increased our advertis- 
ing ‘and selling efforts during this year 
rather than curtailing this expense with 
the result that our sales have been the 
largest this year in the history of the 
company. Yours truly, 

Diamonp CrystaL SALT Co.. 
R. R. Moorg, Vice-President. 





MILL RUNNING AT FULL CA- 
PACITY CONTINUOUSLY. 





Tue MunsinG UNDERWEAR, 
MINNEAPOLIS, Minn., Aug. 29, 1908. 
Editor of PRINTERS’ INK: 

Business conditions in the territory 
tributary to. Minneapolis and St. Paul 
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The Circulation of the 
Rochester 
Democrat and 
Chronicle 


IS NOW 


Over 52,000 


COPIES PER DAY 











The foreign advertising dur- 
ing the month of August, 
1908, was over 50% greater 
than 0 beets 1907 


PAUL BLOCK 
Manager Foreign Advertising 


Flatiron Bidg. Hartford Bldg. 
New York Chicago 











The Evening 
Wisconsin 





@A newspaper that is so 
good and popular as to induce 
its readers when leaving the 
state to continue taking it for 
thirty years, must be a good 
newspaper to advertise in. 


@ Henry Nelsen writes from 
Clinton, Ia., that he has 
taken The Evening Wiscon- 
sin (near Madison and where 
he now lines) over thirty years. 
He says, ‘‘I ‘consider The 
Evening Wisconsin a better 
newspaper than any in the 
state and I shall continue to 
take it as long as I live.’’ 


@ Mr. Nelsen is a good man 
for any advertiser to get as a 
customer. 
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were only very slightly affected by the 
panic. Crop conditions are all that 
could be wished for, and with the pre- 
vailing high prices for nearly every kind 
of farm product, there should be a 
splendid business done by jobbers and 
manufacturers in this territory this fall. 

Our largest jobbing house reports lar- 
ger sales at the present time than_at 
any similar period in its history. Our 
own mill has been running full capacity 
during the entire year, and we expect to 
sell more goods this season than in 1907. 
Advance orders received for fall ship- 
ment are larger than orders received 
from the same towns Iast year. We 
anticipate doing the largest duplicate or- 
der business in our experience, and see 
no reason why business the country 
over should not return to a normal con- 
dition as soon as the election is decided. 

NorTHWESTERN KwnittinG Co., 
C. Morrison. 





NO REDUCTION IN ADVERTISING 
AND BUSINESS INCREASED. 





Tue GENESEE Pure Foop Co., 
Le Roy, N. Y., August 26, 1908. 
Dear Mr. Romer: 

Not being able to discover any good 
reason why there should not be a re- 
turn to normal business conditions we 
confidently look for an almost imme- 
diate improvement in business. 

Our own business has been so much 
better during the past twelve months 
than ever before that we have had no 
reason to complain, but we believe, nat- 
urally, that it would have been consider- 
ably better than it was if normal condi- 
tions had prevailed. 

No reduction in amount of advertising 
was made on account of the panic. 

In our opinion the best method of 
meeting the existing conditions that 
have no more substantial foundation for 
depression than an uncertain state of 
mind is individual recognition of re- 
sponsibility. When a man feels sure 
the times would be all right if the other 
fellow would only think so too, he will 
hasten the change of mind by going 
about his own business in a resolute, 
sensible way—and there is no more rea- 
son why he should wait till after elec- 
tion day than any other day—Thanks- 
giving, Easter or Fourth of July. 

Tue GENESEE Pure Foop Co., 
W. E. HuMELBauGu, 
Advertising Manager. 





MUCH MORE KALAMAZOO AD- 
VERTISING IN SIGHT. 





Katamazoo Stove Company, 
KataMazoo, Mich., Sept. 2, 1908. 
Editor of Printers’ Ink: 

It seems to us that the retail business 
this year is likely to be very good in- 
deed. I am inclined to think that the 
manufacturers will not enjoy the benefit 
of this until next spring. As the winter 
is approaching it is natural to suppose 
that building operations will become les- 
sened all the time until next spring, and 
at that time I believe the country will 
see another good sound reaction in 
‘favor of good times. 

We have increased our advertising ap- 
propriation this fall very much over last 


year, and believe our particular business 
of selling stoves directly to the user will 
be very much increased over last year. 
Our policy is to be aggressive at all 
times, and I do not: think that any man 
who is advertising as good a business as 
ours has any reason to let up on the ad- 
vertising proposition. As you no doubt 
know all of our business is obtained 
absolutely through advertisements and 
we do not sell to dealers or jobbers. 
Kaxamazoo Stove Company, 
M. THOMPSON, 
Vice-Pres. and Gen’] Mgr. 





CHICAGO’S LARGEST _ PIANO 
HOUSE IS OPTIMISTIC. 


Dear Mr. Romer: 

Business is improving constantly. We 
have a system here by which each day’s 
business as reported is coupled with the 
same day a year ago. We have noticed 
a tendency lately every two or three 
days for this year’s figures to tie last 
year’s. And this past month for the 
first time, we are getting now and then 
a runaway day—a day whose totals 
make last year’s figures look like a kin- 
dergarten. 

Very wy yours, 
yon & HEaty, 
B. H. Jerrerson, 





- oo re 
THE NEED OF A HOUSE ‘PERI- 
ODICAL. 


LEADBEATER & PETERS, 
Qualified Ophthalmic Opticians 
High Street, Rotherham, England. 

August 13, 1908. 
Editor of Printers’ INK: 

I have read with special interest the 
article headed ‘Periodicals Instead of 
Circulars” in Printers’ Ink for July 
22nd, because we have for the past 
five years issued each month our own 
little photographic monthly magazine. 

Up till February of this year, our 
premises (which we have occupied for 
the past 45 years) were not very cen- 
tral, being five minutes’ walk from the 
busiest part of the town, and therefore 
etting comparatively few passers-by. 
‘eeling the necessity of getting into 
touch with all our customers at least 
once a month, we localized a little 
London photographic magazine, and ran 
it for about three years. We were 
never satisfied with this as it was 
badly printed, not particularly interest- 
ing, and not very local, so that About 
two years ago, in conjunction with an- 
other photographic dealer in a town 
about 60 miles from here, we com- 
menced to publish our present journal, 
copies of which are enclosed. Of this 
we publish 600 copies monthiy and our 
dealer friend 600 copies also; and so 
far as our distribution goes, over 500 
copies are placed in the hands of our 
customers each month by post and mes- 
senger. 

In February of this year we opened 
new premises in the very centre of 
the business part of Rotherham, in a 
style which has very few superiors any- 
where in England. 

Will you give us your opinion as 
to the advisability of discontinuing the 
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publication of our little journal, and 
also your candid criticism of it. We 
shall greatly esteem these. 

I might say that I have been a regu- 
lar student of Printers’ INK for sev- 
eral years, and it is the only journal 
which finds a place on my person till 
it is thoroughly read. I have discon- 
tinued other journals during the last 
year or two, but never Printers’ Ink, 
and as the last few numbers have been 
more than usually interesting, I have 
less inclination to give it up than ever 
before. 

Please accept my very best wishes 
for the success of your bright and in- 
teresting publication. I have had much 
pleasure in introducing it to a number 
of my friends and consider that I am 
conferring a favor’ on them by so doing. 

With compliments, believe me, 

Very faithfully yours, 
ALFRED PETERS, 
Managing Partner. 


The “Camera Sphere” appears 
to be a very interesting periodical 
for photographers. ‘The matter it 
contains is practically all written 
especially for the paper. In the 
July issue there are four principal 
articles, in addition to three pages 
of paragraphs relating to new 
goods on sale by Leadbeater & 
Peters. The paper is printed, ap- 
parently, at comparatively small 
expense. 

The cumulative effect of a house 
organ is too valuable, usually, to 
be lost by its discontinuance. The 
chief reason for considering dis- 
continuing the “Camera Sphere” 
seems to be that the business has 
been moved into a more central 
location, which regular customers 
will be more apt to visit than they 
did the former shop. Perhaps, 
however, this is the very reason 
why the periodical should be con- 
tinued. Customers who have been 
interested in it during the past 
two years will not want to miss 
it now and would look about for 
a reason, real or imaginary, for 
its discontinuance. 

Circulars and booklets which 
accompany the letter indicate that 
a very considerable part of Lead- 
beater &. Peters’ attention is given 
to their work as opticians. As 
Printers’ INK views the situation, 
it would be advisable to continue 
the “Camera Sphere,” by all 
means, and perhaps to devote a 
page in each issue to the optical 
department, 
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The 
Syracuse 
Post-Standard 


circulation is now 
nearly 40,000 copies 
per day. 


The foreign ad- 
vertising of the . 
PosT-STANDARD 
shows a gain every 
month of from 50 
to 80 per cent. 


PAUL BLOCK 
in charge of Foreign Advertising 


Flatiron Building Hartford Building 
New York Chicago 











The Austin Daily 
Statesman 


Austin, Texas 





Forty years of continued success 


ESTABLISHED 126) 


A paper that has both age 
and experience in producing 
quick and satisfactory results 
for advertisers. 

The second oldest daily 
paper in Texas and one that 
goes into the homes in every 
county and section of Texas 
as well as many states of the 
South and the Union. 








Enroll your ad in The States- 
man’s List if you want results 
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@he Cleveland 
Plain Dealer 


CONTINUES TO BE THE BEST 
ADVERTISING MEDIUM IN OHIO 


During July of this year a representative of the Associa- 
tion of American Advertisers visited Cleveland for the 
purpose of examining ALL Cleveland papers. That the 
Plain Dealer extended full privilege of examination without 
restriction is evidenced by the complete detailed report of 
the examiners now on file at the Plain Dealer office and 
which may be seen by making a request of any Plain 
Dealer representative. The full report gives the Plain 
Dealer’s method of distribution and shows where every 
copy circulates. 


The A A A Certificate 


guarantees that the average net paid circulation of 
the CLEVELAND PLAIN DEALER for the year 
ending June 30, 1908, was 


DaiLy 69,304 
tunpay 79,194 

and for the month of June, 1908, 
DaiLty 76,279 
SunpDay 85,690 


The certificate, which is dated July 28, 1908, is 


signed by H. L. KRAMER, President, 
T. E. CROSSMAN, Secretary, 
BERT M. MOSES, Chairman 
Committee on Circulation. 

















AND IT IS STILL GROWING. 


The average circulation for the month of July, 1908, was 
DalLy 79,341 Sunpay 89,550 


The entire circulation of the Plain Dealer is printed in its 
morning city and country editions only and not in a series of 
sensational extras like the evening papers. This insures the 
largest possible value per thousand to advertisers. 

Any advertiser has the privilege of examining all books and 
records of the Plain Dealer pertaining to circulation, from white 
paper bought to cash received and banked. 
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EXTRACTS FROM EXAMINER’S 
DETAILED REPORT 


“The average net paid circulation of the weekday issue for 
last month of period examined (June, 1908) is 7,216 copies 
greater than the average for entire period examined, and is 7,036 
copies greater than the average for first month examined (July, 
1907), being 74,369 copies.” 

“The average net paid circulation of the Sunday issue for 
last month of period examined (June, 1908) is 6,820 copies greater 
than the average for entire period examined, and is 8,616 copies 
greater than the average for first month of period examined (July, 
1907) being 83,244 copies.” 

The Cleveland local advertisers’ continued use of the Plain 
Dealer’s columns is the best evidence of its supremacy 


The Plain Dealer 


is the only Cleveland paper which publishes a detailed statement 
of circulation each month in the year. 
CIRCULATION, JULY, 1908. 


Date. Copies. Date. Copies. Date. Copies. 
sic adean cj ee | SO DG BR ce cidscaaws 79472 
Be skacwedn 80,075 12 (Sunday) 89,740 23 ........ 79,189 
Rt wewueae BAQ0O 29> osieases'e 79,508 Pe Pee re 79,139 

rer T9,G98: - £4 swe case FQ)$20 Rei At 

5 (Sunday) 89,558 15 ......-. 79,162 2 (Sunday) 89,656 
GS. xaeweesia CS | eee ice Ae; err Te 79,576 
OO eS ee Re oe pa | ae a eae 79,822 
ee oe < Se eeee PORE BQ seis winw'es 79,621 
Or waka ule 80,121 19 (Sunday) 89,245 30 ........ 79,554 
Dy cadscawse BG:394) 40 6505 «sms POADE GE asseinieca'ele 79,420 

WB a isreeess 79,041 

tA TAS TOF IVC 655 6 eines oraveta ciseaieeaivieret te 2,142,220 
REY PAT saa s'a Viatnicla ao: 6 10:08 oT va eee Sele SAN 795341 
Oth Sebamey HOF WE ea 65.5.5 cleiw sa aoe 358,199 
UT OY, UV CONG 56s cs oie Sean asain Sis eRe sais Meta aie ots 89,550 


State of Ohio, Cuyahoga County, ss.: 

Personally appeared before me, Elbert H. Baker, who, being 
duly sworn, says that he is General Manager of the Piain Dealer 
Publishing Company, and that the above is a true statement of 
the actual number of Daily and Sunday Plain Dealers printed 
for the month of July, 1908, that the above statement includes 
no sample copies, no copies spoiled in printing, and no copies re- 
maining unsold at the Main Office, and that the number of 
returnable copies on the above output does not exceed two per 
cent. ELBERT H. BAKER, Gen’l Mgr. 

Subscribed and sworn to before me this 31st day of July, 1908. 

GEORGE R. AGATE, Notary Public. 


Special Representatives, 
SMITH-WILBERDING SPECIAL AGENCY, 
Tribune Building, New York. 

JOHN GLASS, Boyce Building, Chicago. 
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NO CURTAILED ADVERTIS- 
ING BY WATERMAN. 





AGGRESSIVE FOUNTAIN PEN CAM- 
PAIGNING, IN AND OUT OF SEASON 
—LOYALTY TO THE DEALER IS THE 
KEYNOTE OF THE ADVERTISING— 
THE MORE DEALERS IN A COM- 
MUNITY, THE MORE’ BUSINESS 
EACH SECURES. 





If you are depressed with the 
curtailment of advertising space 
and plans in other advertising 
Offices, it will do you good to get 
the views of F. P. Seymour, ad- 
vertising manager of the L. E. 
Waterman Company, makers of 
“Tdeal” Fountain Pens. He is 
making contracts for space and 
filling it on an absolutely different 
theory from that met so often 
now—the theory of curtailment. 

“Why should we cut down our 
advertising appropriation what- 
ever may be said of the business 
situation?” exclaimed Mr. Sey- 
mour; “Why should we knock 
our props out from under the 
dealer, when he needs them most? 

“Our advertising is done on the 
principle of assisting the dealer 
to make sales. Practically every 
advertising effort we make is in 
that direction. What else are we 
in business for? Consequently, 
to lessen our assistance at this 
time would be distinctly in bad 
faith to the dealer, who looks to 
our advertising for help.” 

“Are sales keeping up to last 
year’s figures, and justifying your 
policy?” he was asked. 

“We are running ahead of last 
year’s figures, compared week by 
week, and we think that we will 
continue to do so. If on the other 
hand, we had skimped our adver- 
tising appropriation, I have no 
doubt we would have felt it very 
materially, and lost more than 
we could have saved.” 

Last year the company sold two 
and a half million dollars’ worth 
of pens. And all this from a be- 
ginning of a little stock occupy- 
ing a part of a cigar stand in one 
of the old-time New York office 
buildings. The first advertising 
expenditure was $62.50—to-day 
its advertising appropriation is a 
hundred thousand dollars a year 


and more. The business now re- 
quires two buildings comprising 
31,000 square teet of floor space, 
on one of the most important 
business corners in New York—at 
Broadway and Cortlandt street— 
supported by branch _ stores 
throughout Europe and South 
America. ‘This Broadway ‘Pen 
Corner” is picturesquely teatured 
in some of the latest advertise- 
ments, and is typical Waterman 
copy, in which picture and design 
are foremost. The Waterman 
people are favorable to the kind 
of advertising which places stress 
on popularizing the name. 

“I am partial to this character 
of advertising for us,” said Mr. 
Seymour. “Of course, such busi- 
nesses as must have direct replies 
to succeed need other kinds of 
advertising. Also, I can conceive 
that at just this time some ‘gen- 
eral publicity’ concerns might tind 
it wise to do more than popular- 
ize the name for the time being. 
But in this office the most suc- 
cessful policy is still that of striv- 
ing above everything else to 
familiarize the name and general 
high character of our product.” 

“Do you try to encourage in- 
quiries ?” the reporter queried. 

“Incidentally, yes,’ was the 
reply; “but always as an aid to 
the dealer. We do not sell pens 
direct by mail when there is a 
dealer where the order originates. 
We have a new plan which I 
think is very novel and ingenious 
to handle the situation when 
someone who desires to buy 
writes to us. We send to the con- 
sumer a card on which we write 
his name. The card asks the re- 
cipient to present it to the local 
dealer, and says on its face that 
the bearer ‘wishes to procure a 
genuine Waterman Ideal Foun- 
tain Pen.’ It further states, to 
the dealer who gets it, that if he 
does not happen to have in stock 
the design or point desired, we 
would be pleased to send him a 
memorandum package for inspec- 
tion. Now, this card serves a 
number of good purposes. It is a 
reminder to the consumer to 
visit the dealer, and it makes the 
ccnsumer acquainted with the fact 
that any dealer to whom he pre- 
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sents it can get Waterman goods 
if he. wants to. It is for this 
reason and for others a strong 
blockade to substitution. 
a great deal more nerve on the 
part of the dealer to try to sell 
something else to a person who 
hands him one of these cards, 
than it would if that person had 
simply asked verbally for one. We 
are very well satisfied with this 
“means of fighting substitution. At 
the same time this card serves as 
our system of handling and reply- 
ing to inquiries, for we have very 
little follow-up, Our booklet “The 
World’s Great Writer’ contains 
much information and argument, 
and is our best means of follow- 
ing up inquiries.” 

“Do you sell direct to localities 
where you are not represented, 
and what steps do you take to 
get dealers in such places?” 

“We sell direct, of course, to 
localities where we have not as 
yet stocked in dealers; but we 
lose no time getting busy on that 
locality with the ammunition 
which the retail inquiry furnishes 
us. Our advertising and sales 
departments are very closely knit 
together, and when we fill an 
order from an_ unrepresented 
town, we put up to proper author- 
ity here a memo card which gives 
the population of the town, to- 
gether with the names and rating 
of the best possible prospective 
dealers, and we endeavor to se- 
cure an order from one or more 
of them at once.” 

“Do you have only a limited 


number of dealers in each lo- 
cality ?” 
“Not at all. Surprising as it 


may seem to some people, we 
have found that the more dealers 
handle our pens in a locality, the 
more business each secures. This 
can be readily explained. We 
guarantee our pens absolutely, so 
that a buyer can purchase as safe. 
ly from our dealers as from our- 
selves direct. This, coupled with 
the fact that our pens become our 
very best advertisements, through 
personal recommendation, in- 
creases the volume of our sales 
in exact ratio to the number of 
pens that have been, and are be- 
ing, sold in a community, If many 
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Statements 
Unquestioned 








Each day THE MILWAUKEE 
JourNaL publishes, on the first 
page of the paper, the circu- 
lation of the previous day. 

Each month THE MIL- 
WAUKEE JOURNAL sends out 
detailed circulation statements 
to a large list of advertisers 
and prospective advertisers. 

During the 20 years that 
these statements have gone 
forth daily and monthly, no 
one has questioned their ac- 
curacy. Competitors, in fact, 
even acknowledge them.as true 
reports on each day’s circula- 
tion. 

THe MILWAUKEE JOURNAL 
has steadfastly adhered to the 
policy of publishing only the 
facts about its circulation, be- 
lieving that advertisers should 
have an accurate and trust- 
worthy index to real condi- 
tions. 

Three public investigations 
of all of the Milwaukee news- 
papers have thoroughly sub- 
stantiated every claim ever 
published by The Journal. 

THe MILWAUKEE JOURNAL 
is the only newspaper that 
daily publishes its circulation. 
THE MILWAUKEE JOURNAL'S 
statements are accepted as 
100% pure, at the hands of 
those at all familiar with Mil- 
waukee conditions. 


7c. A LINE FLAT 
FOR ADVERTISING 


Tue MILWAUKEE JOURNAL'S 
rate of 7c. per line flat is the 
lowest (for over 55,000 known 
daily circulation) in the United 
States. 

C. D, BERTOLET 
Manager Foreign Advertising 


Chicago, t1o1 to 1110 Poyce Bldg. 
New York, 9 West 2gth Street 
Kansas C ity, Gumbel Bldg. 
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are sold, many more will be sold. 
We have an old adage here that 
runs ‘Every pen sells ten,’ and it 
is literally true.” 
“What forms of advertising be- 
sides magazines do you use?” 
“Well, as our campaign is na- 
tional, even international, in ex- 
tent, the general magazines pay us 
very well we think, But of course 
we use newspapers for district 
work, and go in for outdoor ad- 
vertising to some extent. We take 
special occasions to indulge in 
well-planned newspaper  cam- 
paigns; and often we use news- 
paper space to work up Water- 
man demand in localities where 
dealers are not selling much, or 
where we have been unable to 
secure the dealers we desire. 
“We are in the street cars, 
subways, etc., to some extent, and 
use novelties. We furnish deal- 
ers with car cards, electros, and 
other advertising, and co-operate 
with him in helping to sell goods.” 
* J. GerorGe FREDERICK. 
—+or 


GETS CHICKERING ACCOUNT 
ALSO. 





BaLtimoreE, September 1, 1908. 
Editor of Printers’ InK: 
have just returned from my vaca- 
tion, and note, your kind expressions 
of our Agency ‘in your issue of August 
19th, and wish to thank you very much 
for same. 

While The George Batten Company 
have placed ahead of this time a few 
more months of the old 1908 business 
of the Chickering, I wish to correct 
your statement, 

“It is announced that there will be 
no change in this line of advertising 
either in respect to the agent handling 
it or to the characteristic copy that has 
been used.” 

Our Agency has closed the contract 
with The American Piano Company to 
handle all of the advertising of not 
only Wm. Knabe & Company & Chick- 
ering, but of the six other companies, 
and our Mr. R. F. Nolley has personally 
taken charge of placing and handling 
all of this matter. 

I will thank you for correcting the 
above, and oblige, 


Yours very truly, 
R. F. Nottey. 


ee 


NAMES SCARCE. 


NAMING babies after newspapers 
nowadays. St. Louis infant christened 
Louisa Republic. Great. Fancy thun- 
dering down the ages as Sedalia Bazoo 
Brown, Nationa] Palladium and Farm- 
ers’ Vindicator Smith, or Red Dog 
Gulch Bowie Jones—N, Y. Telegram, 


A BUSINESS FORECAST BY 
ADVERTISING AGENCIES. 





THE OPINIONS OF SOME OF THE 
LARGEST AGENCIES IN THE COUN- 
TRY REGARDING AN IMMEDIATE 
REVIVAL OF BUSINESS 





The Agency man, if he saw fit, 
could tell us most of the hopes 
and fears of the country’s manu- 
facturers and business men. On* 
account of the confidential work 
that he undertakes for his clients 
he has an intimate knowledge of 
the conduct and conditions of the 
business of these men. If sales 
fall off, he knows the effect upon 
the mind ‘of his clients—whether 
or not they will be apt to order a 
cancellation of contracts. In like 
manner, if business shows signs 
of picking up, after a dull season, 
he is able to tell whether or not 
the man who foots the advertising 
bills is so optimistic that he will 
want to have his space enlarged 
and the number of mediums upon 
his list increased. 

The advertising agent has his 
hand on the business pulse. He 
knows the conditions ruling in the 
business world, and before the 
average man can have a well 
formed opinion he is able to give 
a forecast of the future that may 
be regarded as accurate. 

Some of the largest agencies in 
the country were requested by 
Printers’ INK to furnish a brief 
letter upon the immediate future 
as they regard it, and these letters 
are printed herewith. They fur- 
nish good cause for a belief that 
the country’s industries are well 
on their way to a return to a nor- 
mal condition. 

“The way to resume is to re- 
sume.” These agencies point out 
that the proper course of pro- 
cedure has been adopted by adver- 
tisers who have among their num- 
ber some of the leading enter- 
prises of the country. 

——_ ae —— 
“SOMETHING DOING” AT AYER & 
SON. : 





N. W. Ayer & Son, 
PHILADELPHIA, August 28, 1908. 
Editor of Printers’ Inx: 
We are in receipt of your favor, mak- 
ing inquiry as to present business condi- 
tions, etc. 
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We take pleasure in saying that we 
see unmistaken signs of improvement. 
The proportion of our clients who held 
off last fall was not large. We are 
satisfied that those who held on are 
glad they did so; in other words, they 
have found out that “keeping everlast- 
ingly at it” keeps success as well as 
brings it. ai 

The disposition to stop advertising 
was very strong; it has been succeeded 
by the disposition to think about re- 
suming. etting about it is the thing 
next in order, and as we said above, 
there is now something doing in this 
Airection. With best wishes, 

Very truly yours, 
N. W. Ayer & Son. 


WELCH’S_ GRAPE pce MAKES 
FINE SHOWING. 


New YorK, August 27, 1908. 
Editor of Printers’ INK: 

We believe in common with every 
other American that this country is too 
big, strong and prosperous to ever suf- 
fer permanently from any re-action, and 
that the first thing which happens after 
any business setback is a business re- 
vival. 

Judging by the only reliable thermom- 
eter we have—that is, our own busi- 
ness—the outlook for fall is very prom- 
ising indeed. 

We have been very busy this summer 
—certainly as busy as we were last 
summer—and the total volume of our 
own business is larger than it was last 
year; not a great deal larger, but still 
larger. 

egotiations have been opened in the 
past two or three weeks that promise to 
end in four or five new accounts. 

As to the business of our old cus- 
tomers for the present year, there are 
several who, in spite of good advertis- 
ing, have not been able to bring the 
volume of their sales up to correspond 
with the same months last year, but 
even these customers have continued 
their advertising with a few cancella- 
tions, believing firmly in the ultimate 
restoration of a good volume of busi- 
ness. 

Two of our customers have made 
striking gains. One of these, in spite 
of the fact that his advertising was 
trimmed and pared very closely, shows 
a net gain over last year. 

The other is the Welch Grape Juice 
Company, whose business has steadily 
grown for the last four or five years. 
Early in May we received cancellation 
order for all of the advertising planned 
for the summer, because the company 
had marketed its entire output, although 
it put up One hundred and fifty thou- 
sand more gallons of grape juice than it 
did the year before. 

We consider this the most striking 
instance that has come under our no- 
tice, inasmuch as Welch’s Grape Juice, 
which sells at fifty cents a quart, may 
be classed as a luxury and one of those 
things which might easily be curtailed 
when times are hard and money scarce. 
Of course, Welch’s Grape Juice is a 
very good product and well established. 
Just. how much the advertising has had 
to do with this steady growth, modesty 
forbids us to speculate, but it is per- 
mitted to say, perhaps, that we have 








THE NEWS 


A Printers’ Ink Honor 
Roll Newspaper 


Published at Newport, Pa. 


Every Thursday, at $1.25 a 
year, cash. THE NEWS is 
carefully edited, and carefully 
printed in modern faced types, 
and circulates 2544 copies 
every week in Agricultural and 
Manufacturing Territory. 
The advertising rate on yearly 
contract, with weekly change 
of copy, is ten cents an inch. 





FRANK A. FRY 


Editor, Owner and Publisher 








German Families areLarge 


and large families are large consumers. 
Think what a quantity of goods the 140,000 
or n.ore German Families consume that you 
reach by advertising with us. Kate. 35c. 
flat. y not let us run your ad in the 


Lincoln Freie Presse 


LINCOLN, NEB. 











350,000 GERMANS IN 
PHILADELPHIA 








To reach them there is but a 
single way— through the publi- 
cations of the German Gazette 
Publishing Company: 

Morgen Gazette 

Evening Demokrat 

Sonnstag Gazette 

Weekly Staats Gazette 








Examined by the Association of Amer- 
ican Advertisers 
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handled the advertising of the Welch 

Grape Juice Company for five years. 
‘ours very.truly, 

Carxins & Howpen. 


A $600,000 ACCOUNT FOR DAILY 
PAPERS. 


New York, August 31, 1908. 
Editor of Printers’ INK: 

Your favor of the 25th, mentioning 
your “Business Revival’? issue awaited 
my return to the city. It strikes me as 
a little early yet to state accurately 
what the prospects are for the future; 
but since my return from my vacation I 
have seen most of my clients and they 
are all very optimistic over the present 
prospects. Each one stated that his 
business has already showed signs of 
revival and they feel that within the 
next few months we will be back to 
where we were prior to the panic. We 
find business in the West and South- 
west in much better condition than in 
the East. 

Our clients state that their collections 
have been better the last month than 
any time since October and that prac- 


tically all their customers are availing. 


themselves of the cash discount, whic 
they were unable to do for six or eight 
months. Some of our largest adver- 
tisers curtailed their advertising from 
25 to 40 per cent. and gave as the chief 
reason the fact that they were not will- 
ing to extend such a large line of credit 
as they did when times were good and 
money plentiful as they felt it would be 
throwing money away to advertise as 
largely as they had in good times when 
they knew that the consumer could not 
get the goods as conveniently on ac- 
count of the curtailing of credit. 
Strange as it may seem some of our 
largest advertisers in New York have 
kept up their advertising and increased 
it somewhat. These clients report that 
their business is better than last year. 

For instance the Grand Rapids Fur- 
niture Co., at 22 West 32nd St., has 
been increasing its advertising and its 
business shows quite a handsome in- 
crease over last year. 

We are now preparing an advertis- 
ing campaign to begin next month for 
one of our largest clients, who will 
spend within the next year about six 
hundred thousand dollars in the daily 
papers. This will be an increase over 
any appropriation this same advertiser 
has ever made in the past and shows 
that the management feels satisfied that 
good times will return very shortly. 

In conclusion we might say that our 
business has been better than we ex- 
pected it to be through the panic and 
our collections have also been good. 
We think most of our clients were 
more scared than hurt. 


Tue C. E. SHertn Company, 
E. SHERIN, 
President. 
ADVERTISERS WHO STOPPED 


NOW DOING MORE THAN 
EVER. 
CincInNATI, September 1, 
Editor of Printers’ INK: 
ut here in the middle West the 
pulse of business is beating strongly. 


1908. 


There are lines in which the revival has 
already come and in which normal con- 
ditions are once more prevalent. 

We have in mind several clients of 
ours who never did feel the storm 
through which the business world has 
safely passed. Never for an instant 
losing confidence in their own proposi- 
tions, these firms went boldly into the 
markets and by the use of increased 
space and broader fields of pee. 
they have, in results, actually gone 
ahead of the high mark of the previous 
year, which some people like to recall 
and denominate as “abnormally prosper- 
ous.”’ a 

Prosperity to these firms has never 
been a matter of future expectation. 
They have never ceased to enjoy it. 

September has marked the inaugural 
of several active campaigns for other 
clients of ours and October will see 
still others take the field with large 
space. There certainly is no disposi- 
tion to play the laggard and wait until 
after the election before. “going after 
the business.” 

This action is warranted by all the 
conditions which are unmistakably 
favorable whenever the crops are as 
good as they have been all over the 
country during the past year. 

few of our clients did discontinue 
their advertising when the money mar- 
ket was so tight last Fall, but every 
one of them has resumed. Plans now, 
made and contracts entered into already 
aggregate a much larger amount of 
space than was used by the same busi- 
ness houses last year. 

The past year has been a rosy one 
for us and to us the business horizon 
is aglow with greater, promise. 

Tue Brartne-THompson Co., 
E. R. Brarne. 





THE MAN WHO STAYED CAUGHT 
ALL THE FISH. 


PHILADELPHIA, August 27, 1908. 
Editor of Printers’ INK: 

Replying to yours of the 25th inst. 
regarding the “Business Revival’? would 
state that in the opinfon of most of the 
business men whose accounts we 
handle :— 

IT DOESN’T MAKE A PARTICLE 
OF DIFFERENCE WHOIS ELECTED 
PRESIDENT OF THE UNITED 
STATES—THE PENDULUM IS 
ABOUT TO SWING BACK TOWARD 
PROSPERITY AND THE ELECTION 
CAN AFFECT IT ONLY IN A 
MINOR WAY. 

In my own potomest. based upon an 
investigation of business conditions gen- 
erally and our intimate connection with 
a variety of manufacturing, merchandiz- 
ing and other enterprises, I believe that 
the country has taken its dose of medi- 
cine and is now about recovering from 
the first violent effects of it and will 
experience a tonic revival. 

Wherever we have been able. to per- 
suade clients to take our advice they 
have continued to advertise during the 
dull period of the last year, but on a 
somewhat smaller scale. Those who 
have discontinued altogether have cer- 
tainly, in our judgment, lost more 
money than they would have lost had 
they advertised—in other words, we 
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A New Lewis Publication 
Enters the Magazine Field 








After months of preparation the Lewis Publishing Company has 
commenced. publication of a beautiful, illustrated, useful and in- 
teresting monthly to be known as 


The Home Beautiful 


A national magazine devoted to home improvement. 

The first issue now in circulation is dated September, but no 
advertising was solicited or desired for that edition. 

The first regular issue carrying advertising will be the October 
number, with a guaranteed minimum circulation of 25,000 copies. 

For the October, November and December, 1908, issues a tem- 
porary advertising rate of 15 cents per agate line nas been placed 
in effect. 

The space discounts are 5, 10, 15 and 25 per cent. when 100, 
175, 350 and 700 agate lines, respectively, are used in a single 
issue. 
Each issue of this new publication will be printed on fine paper 
—super-calendered book paper for the cover pages, which will be 
printed in colors, and a high-grade machine finished book paper 
for the inside pages. 

Tue Home Beautirur will be filled from cover to cover with 

photographs of beautiful homes in all parts of the world.  Cot- 
tages, bungalows, farm houses, barns, poultry houses, hot houses 
—everything in the way of home building, including -gardens and 
lawns. 
Unlike other publications which have made a specialty of home 
improvement, THe Home BeavutiFrut will treat of homes and sur- 
roundings that are within the reach of the average magazine reader, 
rather than of the homes of the immensely rich, which few people 
can hope to more than envy. The price per copy is 5 cents—the 
yearly subscription price 50 cents. 


Forms tor October lssue Close in St. Louis 
September 25th to 30th 


Forms for subsequent issues close from the 20th to 25th of pre- 
ceding month. 

The advance subscriptions we have already secured would in- 
dicate that Tue Home Beavutirut has struck a popular chord. In 
this new publication we believe we have something that will not 
only be successful from a subscription standpoint but will unques- 
tionably prove a most profitable medium for advertisers—espe- 
cially those with propositions that relate in any way to the im- 


provement of the home. 
We would like to tell you more about THe Home Beau7irut. 


A request will bring sample copy of the first issue, advertising 
card, etc. Address 











THE LEWIS PUBLISHING COMPANY 


CAL. J. McCARTHY, Adv. Mgr. 


ONIRERSITY CITY, Si, reg. IS, MO. 
CHICAGO OFFICE: + gf acd 
Gro. B. Hiscue, Joun D. Ross, Geo. B. Lewis, 
1700 First Nat’l Bank Bldg. 1703 Flat Iron Bldg. 


The combined circulations of the Lewis 
publications total 8,000,000 copies per month. 
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have found that a reasonable advertis- 
ing expenditure has produced sufficient 
results to keep up business to a point 
where profits will not only pay for ad- 
vertising, but leave a margin greater 
than that enjoyed by those firms who 
were afraid to invest money in printers’ 
ink during the dull season. 

It is the old story of the seven men 
who went fishing. It began to rain. 
Six of the men-said, “I’m going home 
—it’s raining.” The other fellow stayed, 
braved the discomforts and caught all 


the fish. Those who have been adver- 
tising have certainly been “catching the 
fish.” Those who got in out of the wet 


have not only missed their share of fish, 
but it will take them just that much 
longer to re-establish their namres_per- 
manently in the public eye. This I be- 
lieve, applies to advertising accounts in 
general, both as to newspapers and mag- 
azines. 

Specifically, I can state that many of 
our clients have obtained splendid re- 
turns through advertising in spite of the 
general “panic’’ cry. Peirce School, 
which is one of the most successful 
schools in the East, spent more money 
in July this year than in July of last 
year and their registration is running 
somewhat ahead of 1907 to date. 

Henry Linde, the well known Phil- 
adelphia furniture man, has advertised 
manfully in the face of dull times with 
a result that his August business this 
year exceeds that of any previous years 
except 1907 when an_ extraordinary 
event in the shape of a partnership dis- 
solution sale gave added stimulus. 

We are placing about 50 per cent. 
more school advertising this year than 
last and such institutions as Temple 
University, Villanova College and 
others report to us not only an increase 
in inquiries over last year but an in- 
crease in actual pupils secured. 

We have handled the advertising for 


both Cape May and Ocean City, two 
prominent New Jersey_ resorts, this 
year. In July, Ocean City was doing 


a business that beat last August, and 
this August’s business fs filling all the 
hotels to overflowing and has surpassed 
anything that has been done before, 
which proves two things to our way 
of thinking. First, that people have 
money to spend. Second, that those 
who advertise will get a fair share of it. 

Frankly, notwithstanding these and 
similar facts, the orders in our hands 
at this season for advertising do not 
equal those of the same time last year. 
Last Fall a few of our advertisers cut 
down their appropriation, but after 
Christmas many of them figured out 
that they could save money on adver- 
tising. Some of these have not yet re- 
gained confidence and other Philadel- 
phia agents tell me that conditions in 
their business are about the same. As 
against this, however, many new adver- 
tisers have come up and in the aggre- 
gate our business will be much larger 
than last season. Many of the old 
clients — the seasoned advertisers — are 
awaiting to make sure that the pendu- 
lum is swinging prosperityward, and 
they say that if they become assured of 
it they will spend more money than dur- 
ing oe similar pertod last year. 

usiness men in gencral feel 
they must make up for lost time 


that 
that 


it will not do merely to secure as much 
business as during the prosperous times 
of 1907, but that they must obtain still 
more in order to make up the deficit 
caused by unfortunate disturbance of 
pbusiness confidence during the last 
twelve months or so. 

Tue Ricuarp A. Forty Apv. AGENCY. 


THE HEDGE CO. TO DOUBLE ITS 
BUSINESS. 





Tue Homer W. Hence Co., 
Advertising Agents. 
New York, August 26, 1908. 
Dear Mr. Romer: 

Our opinion is this: That this agency 
will do double the amount of advertis- 
ing beginning with the Fall season, that 
it has ever done. We have already booked 
a large amount of advertising and 
are negotiating with different people for 
fully three-quarters of a million of new 
business. here is a slight disposition 
to wait until the late Fall. _We did a 
larger business in April and May and 
the first part of June than we have ever 
done, and all the people connected with 
the office are thoroughly satisfied with 
their amount of business. 

think the Insurance question, the 
Trust Combinations and Speculation in 
Real Estate have all affected the gen- 
eral commercial advertising. 

Of course, I would not care to ex- 
press my views on_ some of the points 
you mention, but I have been so for- 
tunate in predicting good or bad times 
that I feel confident the business re- 
vival is absolutely sure to come, par- 
ticularly if Mr. Taft, who is a conserva- 
tive and experienced man, is elected 
president, and I guess this is a pretty 
general feeling throughout the country. 


Yours very wing 
Homer W. Hence. 


FOR A RECORD-BREAK. 
NG YEAR. 


pY 


LOOK 





ATLanta, Ga., Sept. 8, 1908. 
Editor of Printers’ Inx: 

Our clients talk of the return of 
prosperity at an early date. They, in 
this section, look for the next year to 
be better than for several years past. 
There is a little disposition to wait 
until after the election, and yet I find 
even that is disappearing now some- 
what and a revival of business going 
on now. More organizations are manu- 
facturing and compelling a revival of 
business. 

I am glad to cite you one of our 
customers, the Coco-Cola Company, who 
kept up and increased their adver- 
tising during the dull times and found 
the policy successful. Of course, some 
of our customers have suffered some- 
what, but to. no great extent, this year, 
We find it general that all lines of 
business have been a small percentage 
off. I am sure that, as a general thing, 
those advertisers who have kept ad- 
vertising, even though curtailed in ex- 
penditure, during this year have suf- 
fered much less than those similar in- 
dustries who have not advertised at 
all. Of course, this is true every 
year, but i is more marked this year 
than at any time in the past. | 
_ 1 helieve that this in itself will make 
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False Colors 


Don't strain every nerve to make 
your goods beautiful, attractive and 
salable, and then represent them as 


being black. 


Although you may distinctly state 
in words that it's red, or green or 
blue, the buyer likes to see--seeing 
is believing, and the buyer is in- 
fluenced by what he knows. Guesswork 


and imagination aren't conducive to 


orders. 


You put the real goods into your 
showcase or window: Why not put "real" 


lifelike samples into your advertising 


matter ? 
Don't misrepresent your goods! 


Let us tell you how to make every 
booklet, folder or catalogue a little 


sample case. 


AMERICAN LITHOGRAPHIC CO., 
4th Ave. & 19th Street, 
New York. 
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advertisers. 1 am glad to say that, so 
far as we are concerned, our business 
has been, on looking over the year’s 
work to date, as well. as_ previous 
years, and somewhat better. During 
the time that hard times were talked 
we were all afraid that business would 
be very greatly off. 

The panic, of course, was felt in 
every section of the United States, 
but I believe less in the South than 
in any other part of the world. It 
was, however, a good thing, as it 
taught us not to be extravagant and 
to be economical and more careful in 
credit. I believe, as a whole, the re- 
sults of 1908 will be very healthy for 
advertising in general. 

St. Etmo MaASsSENGALE, 
Pres. Massengale Ady. Agency. 


BUSINESS ATMOSPHERE 
CLEARED AS THOUGH BY A 
THUNDER-SHOWER. 


Boston, Mass., Sept. 9, 1908. 
Editor of Printers’ Inx: 

Present indications are that the busi- 
ness world has entirely recovered from 
the recent scare, occasioned by con- 
founding financial headache, due to in- 
digestion following a surfeit, with a 
cracked skull. As advertising repre- 
sents a composite of the most important 
financial and industrial interests in 
the country, it is but natural for us 
to expect direct benefit from the gen- 
eral improvement in tone. 

The recovery of lost ground and the 
necessity for anticipating renewed buy- 
ing on the part of the general public 
causes the situation to assume a par- 
ticularly bright prospect from an ad 
vertising point of view. 

Judged solely by campaigns already 
under way and in preparation for our 
clients, there is no longer a tendency 
in the business world to exaggerate the 
effect of a presidential election. Re 
cent events have relieved business-men 
of much uncertainty as to the final 
result and lessened the influence of 
campaign excitement as a_ disturbing 
clement. 

It has been our experience, repeat- 
ed this fall, that advertisers are not 
now inclined to wait for election, even 
though their plans may be altered later 
to fit unforseen results. At the pres- 
ent time we have on our books con- 
tracts greater in number and amount 
than over a yéar ago. Figuring from 
such a certain basis, we feel justified in 
predicting a substantial increase in 
the amount of general advertising to 
a placed this year as compared with 
ast. 

While we very naturally felt some 
of the effects of the scare, it was in a 
slight degree. Few among our clients 
made any cut in their expenditures for 
publicity. As to the future, they seem 
to be a unit in their determination to 
conduct a vigorous campaign for the 
coming year, the majority beginning 
operations this fall. 

One of our clients has added 200 
papers to his list, while a client who 
had almost suspended ‘his appropriation 
for the past year has under way this 
fall the largest campaign he has ever 


planned. Several of our clients are 
continuing their large appropriations on 
regular goods; while this fall they are 
adding large sums to promote new 
products. One concern, a heavy medi- 
cine advertiser, plans to do more this 
fall than for the past three years. 

Everything points to a good year. 
The news columns of the press are 
filled with evidences of awakening ac 
tivity. Within the past two months 
the textile mills of New England have 
resumed operations on full time, giving 
employment to thousands of work peo- 
ple. 

There is little doubt now the dis- 
turbance has passed but that the scare 
was not entirely without. beneficial in- 
fluence. It has cleared the heavily 
charged business atmosphere like a 
thunder-shower and left things looking 
brighter in every way. 

It has taught us valuable lessons for 
the future, not the least important 
being that we are capable of being 
pretty badly scared without being very 
badly hurt. 

P. F. O’Keere Apv. AcGeEncy, 
By P. F. O’Keefe. 


THE SOUTH IS ENTHUSIASTIC. 


Atianta, Ga., Sept. 8, 1908. 

Editor of Printers’ INK: 

few of our clients whose adver- 
tising was small in volume—in re 
trenching generally, cut off their ad- 
vertising appropriations entirely. This 
amounted to approximately 15 per cent. 
of our business. On the other hand, 
this was more than balanced off by 
virtue of others increasing their ap‘ 
propriations from 25 to 50 per cent. 
One manufacturer incréased his appro- 
priation 100 per cent. Indications 
point to not only a complete restora- 
tion of confidence, but to a generous 
increase in volume of business and 
commercial activity. 

Never before have we noticed so lit 
tle attention being given to a_ presi 
dential election as now. Virtually 
everyone is apparently too absorbed in 
their own vocations to give other than 
scant heed to politics. This is con- 
trary to precedent and tradition in the 
South, and, in our opinion, augurs well 
for the coming year. We are satisfied 
with present advertising conditions, 
and are enthusiastic over the future. 

ArmisteEaD & McMicnaet, Inc., 

Per J. A. McMichael. 
—_—_—_+o+—_——_ 


CHILD’S TRIBUTE TO “UNCLE 
REMUS.” 


A Cleveland man who loves the folk- 
lore stories of Joel Chandler Harris 
and has taught his little girl to love 
them, too, told the child last Sunday 
that “Uncle Remus” was dead. 

He noticed a little later that the child 
was unusually quiet. 

Presently he called to her. 


“What is it, dearie,” he ~ asked; 
"what’s bothering’ you?” 
“Tt’s ’bout Uncle Remus, daddy.” 


she answered, and there was a little 
catch in her voice; “I was des thinkin’ 
how awful sorry Br'’er Rabbit must 
be!’—Cleveland Plain Dealer. 
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The Association 
of Ideas 


is a recognized factor in profitable adver- 
tising. Both dealer and consumer take it 
for granted that articles advertised in 


Harper s 
Magazine 


are of the high grade demanded in homes 
where the means to gratify every desire is 
never lacking. 

Harper’s gives your advertising campaign 
weight in the right direction. 


HARPER & BROTHERS 


FRANKLIN SQUARE, NEW YORK 
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ENCOURAGING BUSINESS 
OUTLOOK. 





BUMPER CROPS ARE WITH US, BUSI- 
NESS CONDITIONS ARE SOUND, AND 
CONFIDENCE IS FAST RETURNING— 
PART OF THE COUNTRY ALREADY 
BACK ON A NORMAL BASIS, AND 
THE REST IS FAST FOLLOWING, 





Anyone in search of a reason 
why the business of the country 
should not improve would be apt 
to have a difficult time. Perhaps 
the best reason that such a person 
would be able to advance would 
have to do with politics—and it 
would be a vague, intangible af- 
fair, based upon the experience of 
other presidential years, and at 
best without a substantial founda- 
tion. Business interests find as- 
surance in the safety and sanity 
of Taft, and at the same time they 
are encouraged over the regener- 
ate Bryan. The campaign is well 
advanced and thus far no one in 
particular has been frightened 
over the ill effects that the elec- 
tion of either candidate might 
have on the country’s prosperity. 
Business men realize that our in- 
dustries are founded on a _ base 
which is too solid for them to be 
seriously shaken by the coming of 
a new administration. 

The success of the crops is the 
first requisite for prosperity, and 
crop reports indicate, as a rule, 
an average yield. At the annual 
meeting of the National Hay 
Dealers’ Association it was stated 
that the present crop is the best 
one since 1898. Small grain will 
yield, on the average, a better crop 
than in 1907. Indications point to 
unusually high prices for farm 
products, and an average crop, 
selling at high prices, should make 
a large gain in cash receipts for 
the farmers. 

The total movement of grain at 
the port of Chicago during the 
latest week was 9,386,266 bushels, 
as compared with 8,539,611 bushels 
the previous week, and 7,544,777 a 
year ago. This shows an increase 
in receipts of 25.6 per cent. com- 
pared with 1907, and in shipments 
of 22.5 per cent. 

The finances of the country are 
sounder at heart to-day than be- 


fore the unprecedented prosperity 
wave came to an abrupt end a 
year ago. Banks are sound, and 
have an enormous fund awaiting 
investment. Bank exchanges for 
the first week in September were 
32.2 per cent. larger than in five 
corresponding days last year (of 
the week including Labor Day) 
while in other leading cities there 
was a gain of 2.1 per cent. 

loreign commerce at New York 
for the latest week shows a gain 
of $597,290 in exports. 

In order to secure an authorita- 
tive report upon business pros- 
pects for the immediate future a 
Printers’ INK reporter called 
upon J. L. Ewell, manager of 
Dun’s International Review. This 
publication is issued by the mer- 
cantile agency of R. G. Dun & 
Co., and on account of his con- 
nection with this company and 
more especially because of his in- 
timate association with many of 
the largest manufacturers of the 
country, Mr. Ewell is in a position 
to make an exceptionally accurate 
forecast of future business condi- 
tions. 

When asked what, in his opin- 
ion, would be the effect of politics 
upon an industrial revival, he 
said: 

“Never before in a Presidential 
year has the extension of business 
been so little affected by the elec- 
tion as this year. With the teem- 
ing crops of 1908 already assured, 
—there is left only the remote 
danger of frost to corn in certain 
northern latitudes—the purchasing 
power of the dollar is once more 
in the hands of the people who 
are always good spenders — the 
farmers. 

“Manufacturers making farm 
machinery, -notably gasoline en- 
gines to be used on farms, have, 
in fact, during this period of de- 
pression, found it difficult to fill 
their orders, and while they have 
been the exception during the past 
twelve months, with the enormous 
new born wealth to be dispensed 
comes an impetus to trade that no 
calamity howler can withstand. 
The South and West to-day are 
doing a business in excess of the 
business done at the same period 
in 1907. The trade out of St. Louis 
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ONE ENTIRE SIDE 
of the 4571 Papers comprising the Kellogg & Western 
Lists is compiled and printed to order by us upon the 
Auxiliary or Co-operative Plan, publishers having an 
unrestricted choice from over Fifteen Hundred Columus 
per week of high-grade matter specially adapted to their 


needs. 
THE EDITOR 


of today, knowing the requirements of his subscribers, 
can give them by this means exactly what they want, 
when and how they want it. The Best Papers Profit 
Most by this Service. 


THE KELLOGG & WESTERN LISTS REACH 
NEARLY TWENTY MILLION READERS A 
WEEK IN THEIR OWN HOMES. The greatest ag- 
gregation of publicity known and the quickest, cheapest 
and best means of reaching the vast multitudes who 
live outside the large cities. 
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Five Cents an Inch per Paper is our gross rate for 
advertising. One Inch in 100 papers one week costs 
Five Dollars. Net rates vary according to amount of 
order. Catalogue giving full information, with large 
map showing at a glance general distribution of the pa- 
pers, will be mailed on request. Estimates cheerfully 
furnished. Address 
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for August, 1908, was far greater 
than in August, 1907, and accord- 
ingly in that section they have not 
felt the recent depression, as it 
had its origin in the East and re- 
quired some time to work as far 
West as St. Louis. St. Paul and 
Minneapolis claim never to have 
experienced any serious setback in 
business in 1907. The farmer got 
a big price for his grain, there 
was a good market for it all, and 
he had money to supply all his 
wants. 

“The export trade has held up 
particularly well in Australia and 
Venezuela, and in India also, in 
some instances being far ahead of 
a year ago, and there are indica- 
tions that the trade with China, 
which has been dull for some 
time, is coming back again now. 
We have articles, products of the 
farm, the mines and the forest, for 
which Europe is coming to us. In 
the fiscal year which ended June 
30th, 1908, our sales to foreign 
countries were in excess of our 
purchases to the extent of $666,- 
000,000, and a great deal of this 
increase in exports was in manu- 
factured articles. In fact the trade 
balance is said to be the largest 
that has ever obtained in our 
favor in a single year; and we 
now have more cash than we can 
put out profitably. 

“This is the one thing that has 
bothered the financial centers of 
this country—to get the enormous 
amount of money once more in 
the legitimate channels of trade 
and earnins the usual rate of in- 
terest. The unprecedented period 
of nrosperity that was potent on 
all sides even as late as July, 1907, 
was suddenly checked by the dis- 
appearance of the circulating me- 
dium, now so plentiful on every 


hand. New York, Chicago, St. 
Louis, Boston, Cleveland, Pitts- 


burg and other important manu- 
facturing centers are reopening 
the doors of their factories, stocks 
on the manufacturers’ hands are 
very much reduced, and the re- 
sumption of buying in many lines 
of trade has resulted in the send- 
ing of orders to the factories with 
something of their old-time vol- 
ume. The output of the United 
States Steel Corporation’s mills 


has been increased ten per cent. 
over the average of the past few 
months, the number of idle cars 
and locomotives is being reduced, 
and there is every indication that 
business is gradually but surely 
increasing in all of the various 
lines. 

“With the unexampled facilities 
for manufacturing and_ turning 
out goods of every character, far 
in excess of the ability of the for- 
eigner, and coupled with the ready 
demand for the products of our 
American mills, together with the 
certainty of the crops this year ex- 
ceeding those of the banner years 
of 1906-’07, there can be but one 
opinion on the future business of 
this country, and neither politics 
nor the result of the election can 
change what is to be a fall and 
spring business of unexampled 
prosperity.” 

Mr. Ewell was asked for some 
concrete facts regarding conditions 
in specified fields of activity, and 
furnished the following from data 
gathered from reliable sources: 

“In the production of pig iron, 
progress is being made constantly 
as the demand improves. The col- 
lapse of the coal miners’ strike in 
the Birmingham district helps the 
Southern companies to extend 
their operations, and many idle 
furnaces are preparing to resume 
at once. A good many pending 
contracts for structural steel are 
already placed. A reliable source 
reports that 40,000 steel cars have 
been ordered by railroad compa- 
nies and this together with the in- 
tention of the Pullman Company 
to remodel its entire plant for the 
construction of steel cars only, will 
create an increased demand for 
structural steel. 

“Agricultural implement makers 
are ordering steel bars freely; in 
fact all farm business is very ac- 
tive. 

“Dealers in electrical goods re- 
port a large volume of business, 
and the machine shops are in- 
creasing their activity. 

“The anthracite coal trade is ac- 
tive, and collieries are working 
now on full time. Stocks of coal 
being low, the bituminous coal 
trade is booked for a busy season, 

“Transportation returns show 
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The Two Leading Dailies of Rhode Island in circulation, 
quantity and quality, are 


The Providence Journal 


(Daily and Sunday) 
and 


The Evening Bulletin 


THE JOURNAL js the only morning paper in a territory 
of a half million population. Its average daily cir- 
culation for July and August was 23,614. 

The Sunday Journal circulation for the same two 
months averaged 27,433. Both are Gold Mark papers. 


THE BULLETIN ¢ells daily many thousands more than 
any other paper in New England outside of Boston 
claims to print, its circulation has gained rapidly 
during 1908 and it is recognized by all Rhode 
Islanders as the best advertising medium in the 
State. Its average ci:culation for the first six months 
of 1908 was—47,236. 


@ By using both papers, at the low combination rate, 
you can reach virtually all the newspaper readers in this 
densely populated field, covering Rhode Island and the 
adjacent cities and towns of Massachusetts and Con- 
necticut. 


@ They are not the morning and evening editions of the 
same paper but two entirely different papers, with separate 
staffs, separate departments and separate classes of readers. 


Advertising rates upon application to the 
Advertising Manager, Journal Building, Providence, or 


CHARLES H. EDDY 
10 Spruce Street, New York 403 Marquette Building, Chicago 


L. E. PULLEN 
1110 Old South Building, Boston 
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expanding freight movements both 
by rail and in lake traffic. There 
is an increased buying of hard- 
woods, which indicates a larger 
business in furniture and vehicles. 
Hides have maintained their re- 
cent rise in value, and there is a 
good demand for footwear and 
leather novelties. The lumber situ- 
ation is constantly improving, 
lumber shipments for the week 
ending September 4th being 
3,168,000 feet.” 

Confidence at this period—wide- 
spread confidence in the ability of 
commerce and trade to advance 
and grow in strength and size— 
will go far toward bringing about 
a business revival. In the West 
and Southwest this confidence is 
already strong, but elsewhere it is 
increasing constantly. At heart, 
conditions are sound. Crops are 
good, money is plentiful, factories 
are opening, retail stocks need re- 
plenishing, and all these things 
will work together for good for 
those who have belief in them- 
selves and the country’s industries. 


a ee 


Charles Ross, formerly of the 
Pittsburg, Pa., Chronicle Tele- 
graph, has recently joined the staff 
of Hill & Stocking of that city. 
This agency has just completed 
plans for an extensive magazine 
advertising campaign, exploiting 
the stogies made by the R. & W. 
Jenkinson Co., of Pittsburg. 





Walnut Street, Philadelphia, has 
in the past been left out in the 
cold as a business street, but now 
contains many stores of merit. 
The Walnut Street Business Men’s 
Association has decided to use 
space in Eastern Pennsylvania pa- 
pers to draw trade from out-of- 
town buyers and H. J. Ehrlich, 
chairman of the publicity commit- 
tee, is asking for rates and in- 
formation from publishers in that 
section of the state. 





The H. Sumner Sternberg Ad- 
vertising Service will remove from 
Union Square, New York, to 
larger offices at 12-14 West 32nd 
ae the latter part of Septem- 
ver, 


THE NEWSPAPER MAN’S 
VIEWPOINT. 





HE WAS DIRECTLY AFFECTED BY THE 
DULL TIMES, ON ACCOUNT OF THE 
CURTAILMENT OF ADVERTISING— 
NOW HE _ LOOKS’ FOR_ BETTER 
THINGS—FROM ALL CORNERS OF 
THE LAND THE REPORT IS_ OPTI- 
MISTIC, 





Newspaper men must depend 
largely for their belief regarding 
the probability of a resumption of 
business upon the conditions that 
exist in their home town and the 
country adjacent to it. In other 
words, two different individuals, 
located in widely separated cities, 
would be apt to view the situa- 
tion entirely differently and the 
opinion of either, as affecting the 
general situation, would not be of 
much value. 

Printers’ INK has endeavored 
to get a comprehensive report, 
however, by asking newspaper 
men from all sections of the coun- 
try to report on local conditions. 
Not all of those received are 
printed here, but enough of them 
are given place to show the gen- 
eral trend of the whole number. 
The consensus of opinion is that 
dull times are giving place to 
more prosperous conditions; that 
it will not be necessary to wait 
until after election, or until the 
first of the year, for the tide to 
turn, but that it has turned, and 
will reach all parts of the country 
this fall. : 


WHAT’S THE MATTER WITH 
KANSAS? 


Tue TopeKa CaPITAL. 
_ Torexa, Kan., Aug. 31, 1908. 
Editor of Printers’ Ink: a 

[ am glad to give you my views of 
the business outlook in this part of the 
country, and the present prospects here 
for the advertiser. 

_If optimism is catching, anyone af 
flicted with business blues should cer- 
tainly breathe the Kansas air right now 
for a thorough cure. Enthusiastic 
cheerfulness is the spirit that is voic- 
ing itself from every part of this terri- 
tory, and on every occasion and oppor- 
tunity. This optimism rests on a basis 
that is as simple as it is solid. This 
wonderful parallelogram of ground, 
called Kansas, seems to have felt the 
special need of the land which it cen- 
ters, and has brought forth its harvests 
even more abundantly than during its 
previous “seven years of plenty.”’ Good 
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weather for threshing, and good prices, 
are putting its big wheat crop on the 
market early. Ninety million bushels, 
at over 90 cents per bushel,—you can 
— that out for yourself into cold 
cash. 

The Kansas corn crop is now assured, 
and will measure up head-high over the 
best of its previous record-breaking do- 
ings. Two hundred and fifty million 
bushels, worth easily 125 millions of 
dollars—there is a contribution of new 
wealth, without any inflation,—red blood 
for the arteries of trade that shoula 
help drive out the anemia of depres- 
sion and inject vitality. Then, the al- 
falfa and fruit, and other of our di- 
versified crops, are adding their share 
to our farmers’ abundance. 

This excess of prosperity is creating 
a call for things that are not usually 
thought of as finding an agricultural 
market. It is no fictiori,—-these state- 
ments of the newspapers that the Kan- 
sas farmers are buying typewriters and 
automobiles. They are equipping them- 
selves with the home and business con- 
veniences that people in the city enjoy. 
The demand is here for all the commod- 
ities which the industries of the country 
exist to supply, That demand is as yet 
largely unshaped into definite and deci- 
sive wants. It is for the judicious but 
aggressive advertiser to draw this de- 
mand in the direction of his goods. 
This wealth in the hands of the farm- 
ers is a Niagara of buying power for 
the concern that will dig a_ sluice 
through and let it turn the turbines of 
its profits plant. 

This is what I have to say of the 
prospects for advertisers in the Middle 
West, and Kansas in particular: Those 
who get busy will get business,—and 
those who get busy first will get the 
most business. There are just the two 
elements here that cannot fail to give 
returns to those who go after them 
right. The ability and the disposition 
to buy,—Money and optimism. 

Yours very truly, 
ARTHUR CAPPER. 





RETURNING TO NORMAL. 





Provipence, R. I., Aug. 27, 1908. 
Editor of Printers’ INK: 

There has been a marked return of 
activity in this great industrial com- 
munity, not a startling boom, but a 
healthy return to normal conditions. 
We have suffered from almost no in- 
dustrial failures. and our mills and 
factories are making up for lost time 
during the dull season. 

Very truly yours, 
FrepertcK Roy Martin, 
Editor Journal. 





TEXAS SETS THE PACE. 


Houston, Tex.. Sept. 2, 1908. 
Editor of Printers’ INK: |. 

In response to your inquiry of re- 
cent date, will state that business con- 
ditions in this section have long since 
assumed normal proportions. The 
quick rebound from the recent depres- 
sion was due, primarily, to the danger. 
locally, being more imaginary than real, 
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* and, secondarily, to this being more of 


an agricultural than an industrial sec- 
tion. The chief dependency of the 
people of Texas is in the fertility of 
the soil rather than on manufacturing 
enterprises, hence this country, flush 
with the proceeds of a bumper crop, 
buoyed by the prospect of another, 
gave scant consideration to the rup- 
ture of confidence in the East. 
Yours truly, 
MARCELLUS ¥ Foster, 
Pres’t The Houston Chronicle. 


ALL’S RIGHT WITH THE STAR. 

Kansas City, Mo., Aug. 28, 1908. 
Editor of Printers’ ons 

Kansas City and Kansas City terri- 
tory have been an oasis in the ‘“de- 
pression” following the financial flurry 
of last fall. The only “depression” 
here was entirely mental, a reflex from 
other cities. ansas City is founded 
on agriculture and live stock. Last 
year was a superb year for the men 
on the farms. Crops were abundant, 
prices high, and everybody had money 
to spend. Nature has smiled this 
year on the farmer, and Kansas City 
is happy. The man who seeks gloom 
must pass us by. 

Avuc. F. S&estep, 
Manager Star. 


WALL STREET HAS BEEN DIS- 
COUNTING PROSPERITY. 


Dow, Jones & Co. 

_ New_York, September 3, 1908. 
Editor of Printers’ Ink: 

Many signs now point to a return’ of 
business to more normal conditions of 
activity. How rapid this return will 
be and how far it will extend, it is im- 
possible for anyone to say with abso- 
lute certainty; but with a great accu- 
mulation of surplus banking power, 
with an enormous gold production, with 
large crops and with a prospect of more 
settled political conditions, the rebound 
from the depression produced by panic 
ought to be rapid, for this is a coun- 
try of marvelous recuperative power 
Wall Street for some time has been 
discounting this return to normal busi- 
ness activity. 











Sgereno S. Pratt, 
Editor The Wall Street Journal. 


NO IDLE MEN HERE. © 
Westerty, R. I., Sept. 8, 1908. 
Editor of Printers’ INK: 

Last winter a number of the mills 
and quarries were forced to go on short- 
er hours, now they are back again, run- 
ning full time and have done so since 
spring. One plant, the C. B. Cot- 
trell Sons Manufacturing Co., is en- 
larging its establishment. Another 
large manufacturing concern has, this 
last month, purchased a building site 
for a plant that will start with one 
hundred hands. One lace mill, two 
hundred hands, is being erected. For 
these enlargements, help must come 
from out of town, as there are no idle 
ones in Westerly, or the surrounding 


territory. 
Gro. H. Utter, 
Editor Sun. 
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ADVANCEMENT, IN SPITE 
OF POLITICS. 





_ Cincinnati, O., Aug. 31, 1908. 
Editor of Printers’ Inx: 

We believe that with the advent of 
fall, business in all branches will re- 
sume natural conditions. Local adver- 
tisers have already started a vigorous 
campaign, and if the national adver- 
tisers will do likewise, they will find 
that the Middle West is going ahead in 
spite of politics. 

Yours truly, 
Joun_R. McLean, 
Editor Enquirer. 





IOWA JUST AS PROSPEROUS AS 


“ “IN. 


Des Morngs, Ia., August 28, 1908. 
Editor of Printers’ Inx: 

There can be no business revival in 
Iowa, because there has been no sus- 
pension of business. Everything has 
been going on in this State as usual. 
There has been no interruption in em- 
ployment nor in business. Iowa is just 
as prosperous this year as in any other 
year. e can scarcely believe the re- 
ports that we get from the East, and 
cannot understand when we are asked 
to explain a business revival. The 
crops are magnificent. Money is plen- 
tiful. The weather is perfect. We will 
soon be in the midst of our famous 
Iowa Indian summer, the most glorious 
weather in the world. 

What more could be said? 

Sincerely yours, 
LAFAYETTE YOUNG, 
Editor Capital. 


MILLS RUNNING FULL TIME. 


Utica, N. Y., Sept. 1, 1908. 
of Printers’ Ink: 

The feeling of confidence is very 
strong here in the Mohawk Valley, 
which is a veritable hive of industry, 
where it is almost impossible to get 
beyond the sound of whirring wheels, 
and they are all going round with their 
habitual activity. There would be no 
hard times thought of here these five 
months if no one spoke of them else- 
where. Utica is a manufacturing city, 
and at the present time there is not 
a mill that is not running. The sur- 
rounding country is located in one of 
the best pecs si Met districts of the 
state, and the farmers are all prosper- 


ous and happy. 
Otto A. Meyer, 
Publisher Press. 


Editor 


HAPPY DAYS IN THE NORTH- 
WEST. 


St. Paut, Minn., Sept. 4, 1908. 
Editor of Printers’ Inx: 

All commercial conditions affecting 
this territory are based upon the con- 
dition of the tributary country and its 
interests. Just at this time that coun- 
try and those interests are in specially 
promising shape. Northwestern crops 
of all kinds are usually good, and for 
the most part are now in the gran- 


* aries and elevators, with a good price 


awaiting them at the market of their 
choice. In the cities, improved labor 
conditions, unusually heavy building 
and improvement investments and a 
steady market for general labor have 
resulted in placing money in liberal 
quantities with the spending classes, 
with the promised result of an easy 
and full volume of trade. 

W. J. Driscott, 

Manager Dispatch, 


THE SOUTH’S GOOD REPORT. 


Memputis, Tenn., Aug. 31, 1908. 
Editor of Printers’ Ink: 

Replying to yours of the 26th inst., 
about business conditions, will say that 
so far as the South, particularly this 
section of the country, is concerned, 
the outlook was never so bright as at 
the present moment. This section of 
the country is dependent entirely upon 
the crops, especially cotton onl corn, 
and this year we have at least as good 
a crop, if not better, than ever in the 
history of the country—with prices 
considerably higher. This means a 
prosperous year for the farmers, the 
laborers, the small merchant and so on 
up the line. We confidently predict 
the largest and best business year in 
the history of the country. 

Mempnuis News Scimitar. 


TWO HUNDRED PER CENT. 
CROPS. 





OKLAnHoma City, Sept. 4, 1908. 
Editor of Printers’ Ink: 

The business outlook-in this section 
is highly gratifying. Oklahoma is har- 
vesting bumper crops in all lines this 
fall. I think I am safe in saying that 
the value of the same will easily double 
the value of last were a, 

Jery respectfully, 
. R. E. Piacone, 
Editor Oklahoman. 


ALL WELL IN SOUTHERN 
CALIFORNIA. 

Los ANGELES, CaL., Sept. 1, 1908. 
Editor of Printers’ Ink: 

The fall and winter seasons are the 
best ones in southern California, Then 
our principal fruit and vegetable crops 
go forward to the Eastern markets and 
the inrush of tourists takes place. The 
banks are full of money from the pro- 
ceeds of the last season’s big crops 
at this time, and the greatest enter- 
prises ever undertaken in this state 
are on foot—a monster aqueduct from 
Inyo county to Los Angeles, bonds for 
which to the amount of $23,000,000 
have been sold, and a system of good 
roads, bonds fpr which to the amount 
of $3,500,000 have been voted. All 
this work is under way and is. provo- 
cative of lively conditions. The crop 
prospects are splendid and all the in- 
dustries of southern California are in 
full motion. 

Harry E. Anprews, 
Editor Times. 
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MANUFACTURER AND RETAILER. 
Swirt & Company, 
Union Stock Yards. 
Cuicaco, August 26, 1908. 
Editor of Printers’ Inx: 
Enclosed is copy of the last edition 
of Swift & Company’s Electrotype Book. 
We supply electros here shown, free 
of charge, to dealers handling Swift’s 
products. 
I believe that newspapers can use 
this information with profit to them- 
selves. An_ illustrated advertisement 


. usually requires the use of larger 


space. The increased pulling power the 
illustration gives the advertisement re- 
sults in a_ better satisfied advertiser, 
one more likely to develop into a steady 
user of space. 

Furthermore, the progressive and suc- 
cessful retail merchant is the one who 
is quick to take advantage of the man- 
ufacturer’s national advertising. When 
the magazine advertising appears the 
merchant secures electrotypes of the 
product advertised, whether it be Swift’s 
Premium Hams and Bacon, Silver Leaf 
Lard, Swift’s Pride Soap and Wash- 
ing Powder, or any of our other adver- 
tised specialties, and immediately an- 
nounces to the community he serves 
that he has the goods for sale. 

This advertising, illustrated with cuts 
of the product, is bound to create busi- 
ness. The housewife is often impressed 
by magazine advertising and decides to 
ask on the next visit if “Wilson has 
that in his store.” Wilson’s advertise- 
ment the next morning answers her 
question and clinches a sale. 

I have gone into this matter at some 
little length to present the reason for 
Swift & Company’s offer of free elec- 
trotypes to the retail dealers, and trust 
you will consider it of sufficient inter- 
est to your readers to suggest to the 
newspapers the encouragement of local 
grocers and marketmen to send to Swift 
& Company, Chicago, for electrotypes 
with which to illustrate their local ad- 
vertising. 

Thanking you in advance, 

Yours truly, 
Artuur PD. WuHite. 


The suggestions made in the 
above letter by the advertising 
manager of one of the largest con- 
cerns in the country are of inter- 
est not only to newspapers and 
dealers in Swift & Co. products, 
but to manufacturers in wholly 
dissimilar lines. Many national 
advertisers are already furnishing 
a cut service to retailers, but a 
still larger number neglect what 
might be developed into a power- 
ful auxiliary campaign. Retailers 
as a class are glad to get advertis- 
ing suggestions from manufactur- 
ers whose goods they handle. Too 
often, however, the service is so 
narrow in its conception and so 
ignores the retailer’s standpoint 
that it proves a failure. 


The main point is that. the serv- 
ice should be elastic. Retailers 
often have contracts with their lo- 
cal papers calling for copy of a 
fixed size. If the space is, say, 
four inches double-column, a man- 
ufacturer’s electrotype occupying 5 
inches single-column cannot be 
used. The best way is to furnish 
cuts of only the pictorial or dis- 
play lines of the ad. The balance 
of the ad can be set up in the lo- 
cal newspaper office, following the 
general style of the manufactur- 
er’s typography. Thus it can be 
lengthened or shortened to fill the 
exact space which the retailer has 
available. 

Another rock in the way of the 
manufacturer who desires retail- 
ers to advertise his product locally 
is that he is too selfish. He wants 
to hog the whole situation. The 
retailer is willing to do a reason- 
able amount of pushing for the 
manufacturer, but he is unwill- 
ing to have his newspaper space 
monopolized for a single product. 
Then, again, the retailer’s stand- 
point is different from that of the 
manufacturer. His ads should be 
direct selling ads, the kind of copy 
which will pull people directly into 
his store. The glittering general- 
ities in which the manufacturer 
is apt to indulge have no attrac- 
tion for him. 

It is possible for a manufacturer 
to get out a cut service which will 
be widely used, but a prerequisite 
to the preparation of the copy is 
a study of conditions in the local 
trade and a disposition to look at 
the thing from the standpoint of 
the individual retailer. 

CRE Sues 

Clayton Cunningham, a Chicago 
business man, has been elected 
secretary and treasurer of the Bep 
Leven Advertising Company. 


Walter C. Kimball and Frank 
C. Avery have formed a partner- 
ship under the firm name of Kim- 
ball & Avery, to succeed the firm 
of Kimball & Patterson. The 
present offices at one Madison 
avenue, New York City, will be 
continued in charge of Mr. Kim- 
ball and offices have been opened 
at 140 Dearborn street, Chicago, 
in charge of Mr. Avery. 
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C. L. Jaycox, an advertisement 
writer, of Milwaukee, has joined 
the forces of Hall-Taylor Co., of 
that city. 

The Herald of Gospel Liberty, 
published at Dayton, Ohio, will 
celebrate its centennial anniver- 
sary this month. The paper was 
originally published in  Ports- 
mouth, N. H., and is the oldest re- 
ligious publication in the country. 
Among the other early religious 
papers that are still published are 
the Christian Observer, established 
in 1813; Watchman, 1819; New 
York Observer, 1823; Christian 
Advocate, 1826; Lutheran Observ- 
er, 1826; and Christian Intelligen- 
cer, 1829. 


BRIGANDS ADVERTISE IN 
SICILY 


In Sicily even brigands have 
taken to using the newspapers in 
order to get in the good graces of 
Italian citizenship. The New 
York Press tells about the new 
form of publicity in a letter from 
Naples: 

This writing to the newspapers by 
outlaws has become a common practice; 
indeed, nowadays they do it so fre- 
quently as to become regular contribu- 
tors. Some even pay for the insertion 
of their literary efforts, which cannot, 
however, be considered models of prose. 
One of ‘the most notorious of the pres- 
ent-day brigands is a certain Caudino, 
who wrote to the Corriere dell’Isola of 
Palermo, saying that “it is an impudent 
lie’ to assert that in the territory where 
he operated the so-called Maurina band. 
the most blood-thirsty in the history of 
Sicily, had reappeared. He attributed 
this “invention” to another ruffian, who, 
he said, “‘has never had the courage to 
take the road” and tried to spoil his— 
Caudino’s—business by frightening the 
people. The enterprising brigand then 
addressed an appeal to the farmers to 
induce them to affirm that he never has 
molested them, assuring them on his 
“honor as an honest man” that if they 
did not become dishonest traitors he 
always would protect them. The letter 
ended saying, “Tell the government to 
save itself the trouble of sending police 
and troops to the Cesaro region, as 
have not been there and have no inten- 
tion of going.” The communication 
was accompanied by the equivalent of a 
dollar to pay for the insertion. 

Another bandit of the province of 
Caltanissetta sent to the Gicrnale di 
Sicilia, with the Italian equivalent for 
$2, a sensational account of how he be- 
came a brigand, promising that after 
the publication he would give himself 
“<d to the police—if they could catch 

im. 





THE GLOUCESTER 
DaiLty TIMEs 


The Home Evening Newspaper 

Paid circulation guaranteed 
more than treble that of nearest 
competitor. No advertising cam- 
paign in Gloucester and_vicinity 
successful unless the Times is 
used. 

CLASSIFIED ADVERTISING 
one cent a word first insertion 
and one-half cent for each sub- 
sequent insertion. Minimum 
charge for 8 lines 1 time 25c, 
or $1.00 for 7 insertions. 

Average Sworn Circulation 

for 19°8 is 7,342 daily 
and is steadily gaining. 

Gloucester is the largest_fish- 
ing port in America. The Times 
gives full market reports of the 
pacetets and is the organ of the 
fisheries. Subscription $3.50 per 
year. Advertising rates on ap- 
plication. 


The Proctor Brothers Co. 
GLOUCESTER, MASS. 
Chicago Office 
Boston Office C. J. ANDERSON 
W. H. DAGGETT Special Agency 
Tremont Street Marquette Bldg. 




















- 30th YEAR 


National Harness 
Review, Chicago 


The Oldest Exclusive har- 
ness trade paper in the 
world. 

The leader in popularity, 
influence, enterprise, circu- 
lation, and results to adver- 
tisers. 

For over a generation it 
has been a great and con- 
tinued success, solely on ac- 
count of superior merits. 

A trial page for $30 per 
month; Half page, $20; 
Quarter page, $10. 

Write for fuller details, 
or better still, risk a quar- 
ter or full page “ad” and 
see if it doesn’t pay. 

Address 
NATIONAL HARNESS REVIEW 
358 Dearhorn Street, Chicago 
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IN DES MOINES, THE 


KHegister and Leader 


Leads all Iowa Newspapers in Advertising 
During August by Thousands of Inches 


The following statement has been compiled by accurate measure- 
ment of the last city editions of each of the Des Moines newspapers. 


Total Advertising Inches. 
REGISTER AND LEADER 


The Register and Leader led the Capital by 35.1%, Be red 
ews by 46%. 


Local Display Advertising Inches. 
REGISTER AND LEADER 


The. Register and Leader led the Capital by 25.2%, Boy a 
News by 26.8%. 


Foreign Display Advertising inches. 
REGISTER AND LEADER 


The "Resione and leader led the Capital by 9.7%, and ‘ 
News by 58%. 


Classified Advertisng Inches. 
REGISTER AND LEADER 


( — 


9957 
The. Register and Leader led the — by 81.7% and the 
News by 81.7% 


Total Number of Want Ads namber. 


REGISTER AND LEADER 

News 

Capital 

The Register and Leader led the News by 5,625 Want ie 
and the Capital by 6,178 Want Ads. 


Comparison with the Record for August, 1907 


THE ro gd R AND LEADER showed 84.1% GAIN in Local 
Display, 8.3% GAIN in Foreign Display and 217 inches GAIN in 


Classified. 

The Capital showed 3.1% gain in Local Display, 1% gain in 
Foreign Display and 2,204 loss in number of Want Ac 

The News showed 13.4% gain in Local Display, 9.3" % loss in 
Foreign Display and 318 loss in number of Want Ads. 


Se ———————————————— 
Representatives. 
PAYNE & YOUNG 


34 WEST 33d STREET MARQUETTE BUILDING 
EW YORK CHICAGO 


F. P. ALCORN, Megr. 
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Facts About Adverti 


qd During each of the past five months T 
in display advertising over the corréspond 
for these five months amounts to 130, 614 
for this period. 

This gain would have been still grea 
terests excluded from The Record-Herald o 
they placed elsewhere during these five m 
editorial attitude on the enforcement of t 
saloons. The Record-Herald also exclude 
Rich Advertising” in accordance with its 


Gain April to Augu: 


@. The Chicago Record-Herald believes its 
what they pay for. Therefore it prints 01 
sworn statement of its net paid circulation 
August, 1908, the average net paid ciraul: 
and 191,000 copies Sunday. 

q@ The net paid circulation of The Chidag 
has showed a substantial increase over If 
cent circulation in this country, morning 


The Chicago Re 


amine 
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\dvertising in Chicago 


onths The Chicago Record-Herald has gained 
responding months of 1907. The total gain 


130,614 agate lines, an exceptional showing 
f 


till gyeater had not liquor and brewing in- 
Terald over 48,000 lines of advertising which 
e five months because of T'he Record-Herald’s 
ent of the law against certain law breaking 
excluded a considerable amount of “Get 
with its policy. 


August 130,614 Lines 


eves its advertisers have a right to know 
prints on the editorial page of every issue a 
‘culation for the preceding month. During 
d cirqulation exceeded 141,000 copies daily, 


2 (hidago’ Record-Herald each month of 1908 
over 1907 and it is the largest known two- 
1orning or evening. 


go Record-Herald 
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Printers’ INK. 


A JOURNAL FOR ADVERTISERS. 
Founded 1888 by Geo. P. Rowell. 
PRINTERS’ INK PUBLISHING COMPANY 
Publishers. 





OrFice: No, 10 SPRUCE STREET, 
New YorK City. 
Telephone 4779 Beekman. 


President, J. D. HAMPTON. 
Secretary, J. 1. ROMER. 
Treasurer, H. A. BiGGs. 
The address of the company is the address of 
the officers, 


London Agt.,F.W.Sears, 50-52 LudgateHill,E.C, 


( sIssued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months, “On receipt of five dollars four paid 
subscriptions, sent in at one time. will be put 
down for one year each and a larger number 
at the same rate. Five cents a copy. 


JouN IRvING RomER, Editor. 








New York, Sept. 16, 1908. 








It is practically a 
Business year since the 
Revival commercial inter- 
ests of this country received a 
staggering blow. The causes and 
conditions which brought about 
the 1907 panic have been suffi- 
ciently discussed. It is now time 
for us, as a nation of business 
men, to take up energetically the 
ways and means of creating an 
immediate return of prosperity. In 
this movement, advertising should 
lead, not follow. Advertising is 
the visible attempt to do more 
business. It is a creative force 
and now, if at any time, can its 
efficacy be demonstrated. 
Printers’ INK has made the at- 
tempt to sound the sentiment of 
the business world in widely di- 
vergent industries. Some of the 
results of this canvass are pub- 
lished in this issue. But more en- 
couraging even than the written 
word, is the underlying feeling of 
optimism which is shared by con- 
cerns great and small. The con- 
sensus of opinion is that we have 
sounded the depths and are now 
rising on a wave of healthy busi- 
ness activity. The summer season 
with its customary dulness is past. 
The season of greatest promise is 
immediately ahead of us. There 


is no menace this year -in the 
Presidential election. The present 
political issues do not vitally affect 
business interests, as they have 
done in former elections. Not- 
withstanding partisan agitation, 
the choice of a President may be 
regarded as an incidental, rather 
than a fundamental, so far as the 
nation’s commerce is concerned. 
No matter what the result of the 
election, the complexion of Con- 
gress will prove an effectual bar 
to radical legislation. 

There is every reason why ad- 
vertising plans should now be 
pushed forward with the utmost 
energy. To delay at the present 
juncture is to miss the psychologi- 
cal moment and to give more enter- 
prising competitors an advantage 
which will later become extreme- 
ly difficult to overcome. Whatever 
reasons may have prevailed for 
the curtailment of advertising ex- 
penditures earlier in the year do 
not now exist. Now is the time 
to strike, and strike hard. 





One can never tell where a 
newspaper clipping will fit in. In 
this connection a good story is told 
of William George Jordan, at one 
time editor of Current Literature 
and later editor of the Saturday 
Evening Post. Mr. Jordan was 
busy one day on the clipping job 
when a friend dropped in just as 
he had clipped an. item which 
read: “Emperor William of Ger- 
many has blue eyes,” and on being 
asked what use such a clipping 
would be to him, said: “Because 
in the course of time I shall run 
across similar items giving the 
color of the eyes of other reigning 
monarchs and by and by I shall 
have enough material for an arti- 
cle on ‘The Eyes of Royalty.’ The 
item he had clipped was of no 
value by itself but joined to others 
of like kind it had value. 


The Springfield, Ill., News will 
have a “House Warming” in its 
new building September 18th and 
toth. Invitations to the opening 
are in the form of a newspaper 
matrix. 














TAFT. ON THE BUSINESS 
OUTLOOK. : 





Printers’ INK solicited the 
opinions of the two Presidential 
candidates, William H. Taft and 
William J. Bryan, on the indus- 
trial prospect. At last accounts 
Mr. Bryan was so busy making 
speeches in the Edison phono- 
graph, at the instance of Calkins 
and Holden, that he did not have 
time to reply. Judge Taft, how- 
ever, sends Printers’ INK the fol- 
lowing sentiment which effective- 
ly removes all doubts as to who, 
in his opinion, ought to be elected: 

“A return to normal business 
conditions is assured as soon as 
confidence can be restored. Con- 
fidence awaits the development of 
the campaign. When the business 
community generally shall have 
convinced itself that the policies 
inaugurated, approved, and under- 
stood are certain to be clinched, a 
spirit of courage and hopefulness 
will revive. But if a sea of un- 
certainty and experiment is em- 
barked upon, I look for a contin- 
uation of the depression.” 





J. Walter Thomp- 
A ae dant «is one of the 


very few promi- 
nent advertising men interviewed 
by Printers’ INK who do not take 
a wholly cheerful view of the 
present business situation. “Just 
at present,” said Mr. Thompson, 
“things do not look bright to me. 
After election I may want to re- 
vise my opinion but I do not view 
the outlook as encouraging just 
now.” 

Mr. Thompson was reminded 
of a card which has been widely 
distributed by his agency read- 
ing: “We are advance agents of 
optimism. No calamity howlers 
here.” He explained this by say- 
ing that it was issued early in the 
year and things looked different 
then. It would seem a fair con- 
clusion that if Mr. Thompson 
could be so far out of the way in 
his prognostication last spring, 
he may be just as far off the 
track now. 


J. Walter Thompson is now 
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rumbered among the veteran 
agents. He is one of the most 
successful in the field. He has 
dispensed millions of dollars 
worth of advertising and_ the 
financial standing of his agency 
is extremely high. His opinions 
carry weight. But it is necessary 
to reconcile with his somewhat 
pessimistic view the fact that his 
representatives are urging busi- 
ness men to advertise. Evidently 
Mr. Thompson believes that ad- 
vertising can be profitably con- 
ducted whether or not there is a 
business depression. Otherwise it 
would be inconsistent to urge a 
client to advertise when the times 
are bound to be dull. 

Every man is entitled to his 
opinion and the advertising world 
has no quarrel with J. Walter 
Thompson because he has _ the 
courage of his convictions. The 
outlook does not look bright to 
him but nevertheless he believes 
the present to be a good time to 
advertise. In the opinion of a 
great majority of those inter- 
viewed by Printers’ INK, the 
times are decidedly more promis- 
ing than when the Thompson 
agency proclaimed itself an “ad- 
vance agent of optimism” and 
warned “calamity howlers” off the 
premises. Query: Could the 
agency people have forgotten to 
consult Mr. Thompson when they 
issued that circular? 





As an instance of returning 
prosperity with Fall issues, Gilbert 
Kinney, Eastern manager of the 
Illustrated Sunday Magazine, 
writes us that in the October 4th 
issue they were unable to take 
care of all the copy furnished. In 
fact, almost two columns had to 
be omitted from this issue. 





J. M. Muir has become business 
manager of the Electrochemical 
and Metallurgical Industry. Mr. 
Muir was formerly associated with 
the McGraw Publishing Company 
in the advertising departments of 
the Street Railway Journal and 
Electrical World, and has lately 
been in charge of the business 
end of the American Telephon 
Journal. . 
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Severals pages 
The Return ofof this week’s is- 
Confidence suc of PRINTERS’ 
INK are given 
over to letters received from ad- 
vertisers, advertising agencies and 
newspaper publishers regarding 
the expected revival of business. 
It may be said that, as a rule, col- 
umn after column of “boost” talk 
is apt to make dull reading, but 
the letters in the present instance 
are an exception. They ring true, 
and they are almost uniformly 
optimistic regarding the return of 
prosperous conditions during the 
fall. 

The eastern part of the country 
was the first to be affected by the 
October panic of last year, and 
was most seriously disabled. Also 
the East has been the last to re- 
spond to the call of prosperity. 
Some portions of the country, in- 
deed, report that normal condi- 
tions have prevailed without inter- 
ruption, while others, which admit 
that trade was dull earlier in the 
year, now rejoice in better busi- 
ness than prevailed a year ago. 
Conditions are right the country 
over to hasten a general resump- 
tion of business, and the speedier 
return of confidence in the West, 
Northwest and Southwest will be 
sure to reflect favorably upon the 
East. 

A man may be persuaded that 
he is ill if he is told by half a 
dozen persons that he is not look- 
ing well and ought to see a doc- 
tor. In similar manner business 
may be seriously injured by ca- 
lamity howlers—so delicate is the 
fabric of trade. The panic of 1907 
was due to a combination of cir- 
cumstances, and after it had 
passed over, the chief reason why 
activity in commerce and trade 
failed to return to normal was 
lack of confidence exhibited by 
business men. The general slow- 
ing-up process could not help hav- 
ing a lamentable effect, not only 
upon the industries directly con- 
cerned but upon all industrial life. 
Letters from national advertisers, 
printed in another column, seem 
to indicate that manufacturers 
fared best who had sufficient con- 
fidence in the future to continue 
their sales and advertising plans 


without abatement. Perhaps the 
business that came to them cost 
them more to get than in other 
years, but it enabled them to 
maintain their factory force, and 
now that their confidence is being 
shared by the fainter hearts it 
leaves them better equipped to 
take care of increased fall and 
winter trade. 

There is no failure in crops this 
year anywhere along the line. An 
eight billion dollar harvest should 
dispel the clouds on the horizon 
of even the most pessimistic. The 
production of gold has been more 
than enough to take care of all 
needs. The circulating medium 
is here in abundance, awaiting in- 
vestment. Best of all, confidence 
is returning, where it has not al- 
ready returned, to the hearts of 
the business men who have it in 
their power to set wheels moving 
again. It would be foolhardy to 
prophecy an immediate revival of 
business if all things pointed in 
the opposite direction, but Print- 
ers’ INK does predict these better 
conditions, and urges business 
men and manufacturers, and espe- 
cially advertisers, to take heart. 





During the Presidential cam- 
paign the Houston Post will de- 
vote considerable space to stimu- 
lating subscriptions to the Demo- 
cratic party fund, and to encour- 
age the collection of money 
through Texas, will send the daily 
and Sunday Post free till Janu- 
ary I to any Democrat securing 
subscriptions to the fund of $25 
or more. 





In the future the foreign adver- 
tising of the St. Louis Star and 
Chronicle, recently purchased by 
E. G. Lewis, will be handled by 
the New York and Chicago offices 
of the Lewis Publishing Company. 
Mr. Lewis will put out a new pub- 
lication this month, to be known 
as the Home Beautiful. It will 
be issued monthly, and is described 
as a “national magazine for home 
improvement.” The total monthly 
output of the Lewis Publishing 
Company, including the Star and 
Chronicle and the Home Beauti- 
ful, it is stated, will be eight mil- 
lion copies. 
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The Basis of 


Collier’s 





_Dgelcaahe is edited 

for thoughtful people. 
Its letter-press and its 
illustrations are planned for 
men and women with the 
education to appreciate and 
the means to buy the dest. 


Its success in establishing 
itself in the homes of well- 
to-do Americans can be 
judged by its subscription 
income of two and a half 
million dollars annually 
($2,500,000)—a million 
more than its nearest 


competitor. 


Experienced advertisers 
have found that the higher 
a subscriber's regard for 
his favorite publication 
the more responsive is he 
to everything advertised 


therein. 


E,. C. PATTERSON 


Manager Advertising Department 


NEW YORK BOSTON CHICAGO 
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The Cheltenham 
A Novel Press is ten years 
Book Cover o\d, and since In- 
galls Kimball started it in 1897 
has turned out a billion and a half 
pieces of advertising matter. The 
first job Kimball got in New York 
was printing some bottle labels for 
a druggist. They were so differ- 
ent from anything the client had 
ever seen that he paid the bill 
and burned the labels. Kimball 
has made his way in his specialty, 
however, and to celebrate the tenth 
anniversary issues a fine book 
dealing with his work the past 
decade. Clients are enumerated, 
page after page. In each case the 
advertising problem is__ briefly 
stated, and then follows an outline 
of how it was solved. Problems 
include such things as making an 
advertising book for Cramp’s ship- 
yards that would be preserved by 
every government in the world, 
and a book for National Cash reg- 
isters that would reach railway 
presidents and department store 
magnates—reach them. They have 
been solved chiefly by making dis- 
tinctive things—sometimes cheap, 
sometimes sumptuous, according 
to the problem. Kimball’s tenth 
anniversary book itself is illustra- 
tive of his methods. The cover 
will halt any advertising man or 
printer. In the center of a dead- 
black field is a piece of gold em- 
bossing so deep and richly metallic 
that the fingers instinctively go 
over the surface to see if it isn’t 
a metal inset. When advertising 
men learn that it isn’t, they want 
to know how it was done. Kim- 
ball says it took two sheets of 
gold leaf and four impressions. 
The embossing plate was not 
made by an engraving house, nor 
by a die-sinker, nor by _ typo- 
graphic methods. Kimball hunted 
around in the jewelry district un- 
til he found an old German 
watch-case engraver, and this con- 
scientious veteran cut the plate, 
putting into its background the 
geometrical designs familiar in 
banknote and watch-case work. 
The Billboard, of Cincinnati, has 
issued a large “Autumn Number,” 
well filled with seasonable theat- 
rical advertising. 


THE PRESS AGENT IN PAID 
SPACE 


It seems rather strange that a 
large part of the time and energy 
and ingenuity of the theatrical 
press agent should be devoted, 
not to the preparation of good 
advertising copy for his clients, 
but to mere scheming to get his 
dreams into the papers for noth- 
ing. Where there is so great a 
demand as that of the actor and 
manager for publicity, and so vast 
a supply as the space for sale in 
publications all over the country, 
why have the two never been 
joined on a business basis? 

“Impossible!” the average press 
agent would say. 

However, an exceedingly inter- 
esting campaign of paid press 
work was recently conducted for 
an actress, and proved highly 
productive. When asked some- 
thing about one of the adver- 
tisements, the MacManus-Kel- 
ley advertising agency, of To- 
ledo, Ohio, said to Printers’ 
Ink: “Mr. Frank Burt, of this 
city, controls a chain of theaters 
throughout the country. Miss 
Beatrice Noyes, his eighteen-year- 
old star, was launched in a dra- 
matization of the famous old 
novel, ‘Molly Bawn.’ Mr. Burt 
came to us with the idea of mak- 
ing his star’s name familiar to 
readers of such periodicals as are 
found in clubs, buffet cars, etc. 
He readily saw the value of his 
idea when we took it in hand and 
gave it wider scope, proposing to 
use first-class magazines—partic- 
ularly the fiction serials. This ad- 
vertisement was prepared, and the 
offer of a booklet made to read- 
ers, telling the story of Miss 
Noyes’ remarkable rise. 

“The usual and inevitable re- 
sult followed. Miss Noyes’ man- 
ager was simply overwhelmed 
with inquiries for the booklet. 
Inasmuch as he plans to put three 
companies on the road the coming 
autumn in the same play, it is 
safe to assume that a goodly pro- 
portion of those who sent for the 
book will at least be predisposed 
in favor of the play, and would 
go to see it when in a town where 
it is produced.” 
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The value of paid advertising, 
when used in this way bv theat- 
rical managers and actors, ought 
to be certain. It is rather a cu- 
rious thing to reflect that, while 
theatrical interests have been 


merged into vast national organi- | 
zations, yet this seems to be the’ 


first attempt to turn to advantage 
the great national circulation of 
the magazines. Managers some- 
times invest ten to fifty thousand 
dollars in a play for the purpose 
of introducing a player or a com- 
pany of merit. The play fails for 
want of merit or popularity, and 
that whole investment is lost, 
having failed to accomplished its 
purpose. The personality of a 
manager’s traveling companies, 
his policy in producing plays, his 
own story of what he is trying to 
accomplish artistically, his aims 
to give the public amusement at 
popular prices—these are matters 
that might easily be put into 
booklet form, and advertised 
through the magazines, and dis- 
tributed to the public at reason- 
able advertising cost. The inter- 
est in theater folk and stage matters 
is universal. Several of the fiction 
magazines have built circulation 
partly on their sections devoted to 
pictures of actors and actresses. 
Every magazine carries something 
in the way of a theatrical depart- 
ment. In depending on the press 
agent for publicity the theatrical 
industry has been forced to pre- 
sent its productions and people 
in a sensational way, and there 
is no question but that the work 
of the press agent often does as 
much harm as good. For where 
the sensation-loving public is 
drawn to see a play once through 
a “yellow” story about the star’s 
diamonds or divorce proceedings, 
the regular playgoer may be prej 
udiced against both play and ac- 
tress, inferring that because it is 
advertised in this manner it is 
weak. Press work to-day repre- 
sents what the newspapers want 
the ‘manager to say about his en- 
terprises, whereas a method of 
advertising like this, in paid 
space, makes it possible for the 
manager to say what he wants to 
say, and to lay his proposition he- 
fore the public in rational form. 





An eight-thousand- 
dollar-a-year Advertising 
Manager desiring to make 
new connections, sent a 
“form” letter to a list of 
three hundred Directors. 

He received 48 personal 
replies (nine of which 
were from Presidents of 
million-dollar Corpora- 
tions) and in less than 
two weeks secured a posi- 
tion which afforded him 
far greater opportunities 
than his former one. 

This proves two things. 
First:---That advertising 
ability is still held at a 
premium. Second:---That 
“form” letters reproduced 
by the American Letter 
Company of 64 Fulton 
Street, New York, --pat- 
entees and sole operators 
of the Typewriter Press-- 
are accepted by business 
men as personal com- 
munications. 


Pepoeeni Ayrtale. _ 
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A New Serial by Rex Beach 


“The Silver Horde,” by the Author of ‘ The Spoilers ” 
and “The Barrier,” to appear in Hampton’s 
Broadway Magazine 

Rex Beach has written the last of his great Alaskan 
trilogy, and it is now in course of preparation for publi- 
cation in Hampron’s Broapway Magazine. It deals 
with the salmon canneries of Copper River.. Old char- 
acters reappear, among them Cherry Malotte. There are 
fights and hairbreadth escapes in almost every chapter; 
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the story has in it the strong spirit of the great North 
country, the broad, vivid elements of love, danger, ad- 
venture, romance and big business. It is a big, new, 
American story, clean-cut and full-blooded. 

Rex Beach is one of the greatest novelists in America. 
His name means one magic word in magazinedom: 
CIRCULATION! “The Spoilers” have already sold 
over a quarter of a million copies. ‘“ The Barrier ”’ is 
going strong. This newest story Mr. Beach himself 
says is the best thing he has ever written. The editors 
say it is the biggest thing in American fiction this year. 

Beginning in the height of the winter subscription 
season, “ The Silver Horde” means a powerful push 
forward for Hampton’s Broapway. 

Last month we announced Admiral Evans’ own story 
of the American Navy series, the articles—which took 
the entire nation by storm- and which a number of 
newspapers have characterized “the most important 
magazine feat since The Century’s Battles and Leaders 
of the Civil War.” 

That Beach serial is the second big gun in the fall 
campaign. Vigor and new blood are running this newest 
of new magazines clear up fo the top notch! 

We announce in addition some great short stories by 
the following famous authors : 


F. Hopkinson Smith O. Henry 

George Randolph Chester Robert Herrick 

Alice Hegan Rice Percival Gibbon 

Leonard Merrick Josephine Dodge Daskam 
Mary Heaton Vorse Morley Roberts 


and others. The advertising world is talking about us— 
and placing more business in our pages than ever before. 
Look at the advertising section of Hampron’s Broapway 
for October ; that tells the story. 


REGARDING ADVERTISING RATES because of our circulation increase our 
rate will advance with our January number to $200.00 per page. 

ARE YOU INTERESTED IN A GENUINE SPACE BARGAIN? 
Here is one! All orders in our possession by December rst, 1908, will be 
accepted for one year; that is to say, up to and including our December 
issue, 1909, at our present rate of $150.00 per page, on the condition that 
service begins not later than our January issue, 1909. 


HOWARD P. RUGGLES WILLIAM L. COLT 
Western Advertising Manager Manager Advertising Department 
1040 First National Bank Building Marbridge Building 


Chicago, III. Herald Square, New York 
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THE TRADE-MARK MA- 
; CHINE. 
A MILL THAT GRINDS AUTOMATI- 
CALLY, AND OFTEN WITHOUT AP 


PARENT JUSTICE. 


The trade-mark branch of the 
United States Patent Office is a 
machine-—little more. It is as au- 
“tomatic in its operation as a 
penny-in-the-slot device—and 
often just as unreliable. 

A citizen adopts or devises a 
trade-mark or trade-name. He 
deposits his money for the gov- 
ernment fee in the proper slot and 
in due time—if he has a regis- 
trable mark or name, and has 
complied with all the provisions 
of law—out will come a neat, 
four-page folder nicely decorated 
in blue ribbons and a red seal. 
It may be a valuable document or 
it may prove to be the death- 
warrant for the business of the 
man who secured the mark. Time 
alone will disclose the chance that 
the citizen has taken. 

The mechanism of the trade- 
mark machine is very simple. As 
a writer in Printers’ INK has 
said, “The person who wishes to 
register a trade-mark makes his 
application to the Patent Office 
according to required forms. The 
application, the name and sym- 
bol are printed in the Patent 
Office Gazette, and in one month’s 
time, if no one has entered an 
opposition, the trade-mark is con- 
firmed.” 

Instead of that being the end- 
ing of the matter it is, in many 
cases, just the beginning. The 
man who was granted the trade- 
mark complied with all the re- 
quirements of the trade-mark law. 
The symbol or name registered 
was totally unlike that of any 
other symbol or device registered. 
Perhaps he had used the name 
or device ten, fifteen, or twenty 
years before applying for regis- 
tration, it being a condition in 
some instances that a name to be 
registered must have been in use 
for a period of ten years prior to 
the new law of 1905. The fact 
that he had applied for registra- 
tion of his trade-mark was made 
known to the world through the 


official organ of the Patent Office, 
and everyone was invited to come 
forth within thirty days and say 
why the mark or name should not 
be granted, or “forever hold his 
peace.” 

For-a few seconds let us turn 
from the Patent Office to the busi- 
ness of the man to whom the 
trade-mark was issued. It may 
be that he is a manufacturer of 
one of the most widely used ar- 
ticles in the land. Suppose we 
say that he makes a mouth wash 
called “Smith’s Pearly Teeth.” He 
has been making and selling it 
under the same name for twenty 
years. He has spent thousands of 
dollars in those twenty years to 
advertise his preparation and has 
devoted the best years of his life 
to the making and marketing of 
his article. He had often en- 
deavored to register the trade- 
name of the preparation but it 
was impossible to do so under the 
then existing laws, and not until 
the trade-mark laws were revised 
could he take advantage of the 
protection offered by the govern 
ment to safeguard the name of 
his commodity and prevent it—or 
some name similar to it—being 
used by those who imitated his 
product. 

Now it may be that twenty-five 
years ago a man in Podunk—or 
in some other unheard-of or un- 
known place—may have made a 
dental liquid or a mouth wash 
and called it “Jones’ Pearly 
Teeth.” Perhaps he would ped- 
dle it from door to door in his 
home town and occasionally he 
would make a trip to a neighbor- 
ing county, carrying a small 
quantity of it with him. This 
would be about the sole extent 
of its sale. 

The man who made “Smith’s 
Pearly Teeth” had never heard of 
the man who made “Jones’ Pearly 
Teeth”—neither had many other 
people. Once in a while at rare 
intervals Smith would be told 
that there was another mouth 
wash called “Pearly Teeth” but 
he never paid much attention to 
it, because at all times he had 
imitators who sought patronage 
for the “just as good” washes, on 
the reputation and success of his 


























PRINTERS’ INK. 


and as none of them had ever in- * 


jured him he went on “blowing 
his own horn” and watching the 
small fry catch the crumbs from 
his table. 

One day a clever fellow stopped 
off at Podunk. He made the ac- 
quaintance of Jones of “Jones’ 
Pearly ‘Teeth.’ He had often 
heard of “Smith’s Pearly Teeth” 
—in fact, he had a bottle of it in 
his satchel at that very moment. 
The two were totally unlike arti- 
cles in appearance but the names 
were the same. 


In due time the proprietorship 
of “Jones’ Pearly Teeth” changed 
hands. The clever fellow bought 
out the slow-plodding and sleep- 
ing Jones after learning from him 
that “Jones’ Pearly Teeth” saw 
the light twenty-five years before. 
The new owner then “got busy.” 
He put a small advertisement in 
the classified columns of many 
newspapers offering to send a bot- 
tle of “Pearly Teeth” for fifteen 
cents. Mind you, he did not say 
“Jones’ Pearly Teeth” — simply 
“Pearly Teeth“ because, you see, 
he wanted to secure the business 
that belonged to Smith. Smith 
saw the advertisements, as did the 
public in general, but Smith 
chuckled because he knew his 
ground. Didn’t he own the trade- 
mark? Hadn’t he made and ad- 
vertised “Smith’s Pearly Teeth” 
for twenty years? Had he not 
complied with all the provisions 
of law and wouldn’t he make 
short work of this other “Pearly 
Teeth” man who offered to sell a 
bottle of the preparation for ten 
cents less than the established 
price? 

But alas. The _ trade-mark 
granted Smith did not belong to 
him at all. The new owner of 
“Jones’ Pearly Teeth” proved that 
in the little town of Podunk, a 
preparation called “Pearly Teeth” 
had been made and sold in the 
country round about for five years 
before Smith racked his brain to 
figure out a catchy trade-name 
for his mouth wash. And the 
answer? To-day—the owner of 
“Jones’ Pearly ‘Teeth’ fattens 
upon the twenty years’ advertising 
and success of Smith. The blue- 
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Prosperity | Reigns 
in Oregon! 


@ Present business out- 
look is encouraging. Che 
Oregonian, of Portland, 
is Oregon's newspaper 
par excellence; that is 
undeniable. 


THE OREGONIAN 


in August, 1908, was the 
only Portland paper that 
did not show a loss in ad- 
vertising patronage com- 
pared with 1907. A gain 
was made of several thou- 
sand inches, indicatin 
the faith of the Patland 
merchants in its power to 
bring them results of the 
telling kind. 


@ In Portland and thru- 
out Oregon, where Ghe 
Oregonian is absolutely 
supreme, your business 
news can be spread in- 
telligently and most effect- 
ively thru its columns. 








@ Circulation exceeds 
34,000 Daily: and 43,000 
Sunday. Quantity and 
quality combined—a great 
rarity. * 


The S. C. Beckwith Special Agency 


WEW YORK Tribune Bidg. CHIC: 


Sole Agents Foreign Advertising 
AGO 
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ribboned document was cancelled 
by the same machine that issued 
it, and more than that, Smith was 
censured for injuring. the business 
of Jones. 

This tale of “Pearly Teeth” is 
not a fairy tale at all but a true 
story. It goes to show that the 
possessor of the most widely 
known trade-mark or trade-name, 
one that has been before the pub- 
lic many years, may wake up 
some morning and find that his 
trade-name has been taken from 
him in the night by the same 
hand that had previously given 
him protection. Of course he sets 
about to recover his property and 
then it is that he learns that the 
Patent Office is a machine— 
purely mechanical in its action of 
carrying out the trade-mark laws 
which contain many imperfections 
in affording real protection of 
trade-mark rights. ~_ 

E. C. Totten. 


—_+or— 


John E. Kennedy states that the 
thirty-four advertising campaigns 
he has handled as a_ freelance, 
mentioned in Printers’ IwKk, Au- 
gust 19, were the work, not of 
two years, as an error made it, 
but three years. That many plans 
could not have been executed in 
two years under Mr. Kennedy’s 
conscientious methods, for he 
never undertakes to handle more 
than one proposition per month, 
on the average. These thirty-four 
campaigns, he adds, were under- 
taken for twenty firms, twelve be- 
ing “repeats,” some three years in 
succession, and some twice within 
the present year. 





Harrod’s department store in 
London ran_ special excursion 
trains last month from points as 
far away as Bournemouth, Bris- 
tol, Portsmouth and Hastings, 
during its semi-annual clearance 
sale. The trains were composed 
of first-class vestibuled corridor 
cars, and the round trip rate was 
considerably less than the regular 
one-way fare. The plan was emi- 
nently © successful, -and’ the «sale 
was the biggest on record. 








Indiana 


everybody is 
the political 


inter- 
situ- 


Where 
ested in 
ation. 


Indiana 


Where everybody reads a 
newspaper every morning in 
the year. 


Indiana 


Where everybody has money 
and where there has been 
no panic. 


Indiana 


Where everybody reads The 
Star 
only morning paper in In- 
dianapolis. 


every day for it’s the 


Indiana 


Where can you find a better 
advertising field and a_bet- 
ter medium The 
Star? 


than 


Daily average sworn circu- 
lation for August 


76,085 


Write us and we will show 
you how we co-operate with 
our advertisers. 


Advertising Department 
Star Building, Indianapolis 
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IN PROSPEROUS 
OKLAHOMA 





OGhe 
Daily Oklahoman 


Has a larger circulation than any three 
other Oklahoma newspapers combined 


Sunday average for Aug., 1908, 31,926 
Week day “ oe “ 27,876 


Circulation examined in June and guarantee certificate issued 
by A. A. Seaver, Circulation Actuary. Books 
always open to advertisers 


Oklahoma’s Agricultural Products will this year ex- 
ceed Two Hundred Million Dollars. 

On July 26 the government opened for sale to white 
settlers 9,500,000 acres of Indian lands in Oklahoma, 
valued at $150,000,000. 

Oklahoma City now has 50,000 population and is 
growing more rapidly than any other city in America. 

Its population is three times larger than any other 
city in the new state. 


==______=~=~7~7”~/_{_ D~~>=E>—>>>>>>>>>>>======= 


THE OKLAHOMAN, Oklahoma City 
THE E. cart Seda Dates AGENCY 
New York and Chicago 
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A Record 


Extraordinary 


@ When a newspaper which started 
publication April 15, 1907, is ad- 
mitted by everybody to have firmly 
established itself and to be a great 
popular success within less than 18 
months, there must bea good reason 
for it. @ The reason is to be found 
in the fact that 


The St. Louis 


Times 


has struck the popular chord. THAT 
MEANS A GREAT DEAL. It 
means that it is a live, well-edited, 
up-to-date newspaper and_withal 
clean and self-respecting. 4 Practi- 
cally every advertiser in St. Louis 


and the leading foreign advertisers 
use it and GET RESULTS. 


THE ST. LOUIS TIMES 


EDWARD L. PREETORIUS, President and General Manager 
Edmund H. Emory, Advertising Manager 


PAUL BLOCK, Representative 
Flatiron Building, New York Hartford Building, Chicago 
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The Most Valuable Medium 
| for the general advertiser is 
! the newspaper having a 
clientage representing pur- 
| chasing power to the highest 
degree; known to be con- 
servative and reliable, and 
which will not accept adver- 
tising announcements of 
questionable character. 
Such a medium is the 


New Dork Tribune 


For sixty-seven years it has 
maintained its prestige as 
A GREAT NEWSPAPER. 
A constantly increasing ad- 
vertising patronage attests 
its value as A GREAT 
ADVERTISING MEDIUM 














Western Representatives: 


PAYNE & YOUNG 
Marquette Building -:- Chicago 


~ 
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Do You Believe in 
Justice ? 


HEN do us the justice of examining a recent 
issue of our magazine, and you will be aston- 
ished at the wonderful progress we are making. 


@ Take, for instance, the September issue, please 
read the list of contributors and you will realize 
that it is costing us thousands of dollars to improve 
the reading matter. One novelette alone, by Ger- 
trude Atherton, is bound to win for us thousands 
of new readers and subscribers. 


@ The October number will be even better; and 
each succeeding number, as we look over the mate- 
rial we have ready, will prove conclusively that we 
are in the front rank of Fiction Magazines to stay. 


@ We really deserve your good-will and your 
patronage for the season of 1908-9, and if we 
may have your order we will ear your future 
praise by the increasing excellence of SMART 
SET; and, what is better, its increased value as an 
advertising medium, due to its larger circulation 
among an appreciative public. We need your 
encouragement NOW. 


THE SMART SET 


452 Fifth Ave. E. C. de VILLAVERDE 
New York Advertising Manager 
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Mr. Advertiser 


@ The carpe‘iter throws away his tools as soon as they be- 
come worn out. To keep on using them would be a waste 
of time. 








@ The merchant who finds his advertising is not as produc- 
tive as he wishes looks around for the reason. He has prob- 


ably been listening to tales of “biggest circulation” and never . 


stopped to think of clientele. 


@ When he found his efforts being expended in what proved 
to be largely street circulation, he wisely concluded his 
medium was not what he wanted and that he was not only 
wasting time, but money. 


Q He wanted to reach the household and yet overlooked the 
important fact that a newspaper going into the home every 
evening and Sunday was worth more than the “biggest cir- 
culation” on the street. 


The Brooklyn Citizen 


Every Evening and Sunday 


is essentially a home newspaper; a daily chronicle of current 
news and literature that is received into the family circle 
without a blush, without the need of an apology. Yet, withal, 
not conceited in its self esteem. 


@ Standing for quality, THE CiTizEN gives quality in the 
fullest measure. 


@ It solves the question for you in Brooklyn, Mr. Advertiser, 
as it should be solved and as you have never had it solved 
before: It is the sure, direct route to the homes of this great, 
thriving borough. It is carefully read by the thinking people, 
those who constitute the best and most substantial buying 
element of our city. 


g A painstaking, carefully planned and systematic advertis- 
ing campaign conducted through the columns of THE CITIZEN 
was never known to fail. Worth thinking about, isn’t it? 








R. L. WHITMAN, Director Foreign Advertising 
1 West 34th Street, New York City 


Eastern Representative Western Representative 
LOUIS KLEBAHN HENRY DeCLERQUE 
Century Bldg., New York City 701-702 Schiller Bldg., Chicago 
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the community it circulates in, does it not stand to reason 
that it has a greater influence than one that cannot point 
to any tangible good accomplished ? 

FARM. STOCK and HOME, Minneapolis, Minn., has 
a unique record as a money saver to its constituency. 

FARM, STOCK and HOME was established November, 
1884. Early in 1886 it began a crusade on irresponsible assess- 
ment life insurance companies, then infesting Minnesota under 
its very loose insurance laws. 

It put a number out of business and started the agitation that 
finally gave Minnesota an insurance law that is a model of its 
kind. A little later it did a like work to halt insurance grafters. 

In 1900 it exposed and drove out of business the United States 
Realty Revenue Guarantee Co., of Minneapolis—an organiza- 
tion that if let alone would have undoubtedly robbed the farmers 
of the Northwest of hundreds of thousands of dollars. 

FARM, STOCK and HOME is the only agricultural paper 
in the United States that put its subscribers’ interests above its 
own and published the experiment station reports on condimen- 
tal stock foods. 

FARM, STOCK and HOME effectually stopped the 
fraudulent practices of stallion peddlers in its territory by showing 
up their methods. No other farm paper ever dared to risk the 
loss of advertising patronage by giving publicity to such facts. 

Besides the foregoing, it has exposed and stopped numerous 
schemes of less magnitude, which in the aggregate, would have 
robbed the farmers of large sums. 

Readers of FARM, STOCK and HOME are familiar with 
its record, and many old timers are as proud of it as we are. 

Why should not FARM, STOCK and HOME be the best 
result bringer in the Northwest ? 

Answer: It is! We have the proof. Send for it to-day. 


\ ’ JHEN a paper actually saves money for its subscribers and 


The absolute correctness of the latest circulation rating accorded 
Farm, Stock and Home is guaranteed by the publishers of the 
American Newspaper Directory, who will pay One Hundred 
Dollars to the first person who successfully controverts its accuracy. 
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BUSINESS GOING OUT. 


On and after January 1st the Gil- 
lette Safety Razor advertising will be 
gamers by Street & Finney, New 

ork. 





J. L. Stack, advertising contractor, 
Chicago, is placing contracts for fall 
advertising of the Northern Pacific 
Railway and Montgomery, Ward & Co. 


The W. L. Douglas Shoe Co., Brock- 
ton, Mass., is making 15,000 line 
contracts with newspapers direct. 


Wood, Putnam & Wood, Boston, an- 
nounce that the United Drug Co. is 
advertising Rexall “‘Ninety-Three” Hair 
Tonic in leading magazines and wo- 
men’s publications. The campaign will 
be an extensive one and large space 
will be used. 


Hess, Goldsmith & Co., textile man- 
ufacturers, will begin the fall cam- 
paign on ‘Crepe-Ena” with full pages 
in a list of standard women’s publica- 
tions, business being placed by the 
Frank Presbrey Co., New York. 


Joseph O’Gorman, New York, will 
handle the advertising of the National 
Phonograph Co., Chicago, and look 
after its interests in the New England 
and Eastern states. 


Copy for “Fadclothes’” will go to 
newspapers about October 1st from the 
H. Sumner Sternberg Advertising Serv- 
ice, New York. 


Four thousand two hundred line 
orders are going to newspapers for the 
fall advertising of Alfred Benjamin & 
Co., New York, clothiers, from the 
Jaros Agency, New York. 


The entire advertising appropriation 
of The Russia Cement Co., manufac- 
turers of LePage’s Liquid Glue, has 
been placed in the hands of Wood, 


Putnam & Wood, Boston. Newspapers 
and billboards will be used and 8 inch 
copy, 13 insertions, every other day, is 
going to newspapers in the South and 
Southwest. 


Orders are going out through the 
‘rank Presbrey Co., New York, to a 
general list of newspapers to adver- 
tise “Perrier,” the French table water. 


The principal accounts now handled 
by Street & Finney, New York, are: 
U. S. Navy Department, Washington, 
I). C.; Savage Arms Co., Utica, N. Y.; 
Lefever Arms Co., Syracuse, N. Y.; 
Hoxie Ammunition Co., Chicago, Til. ; 
Way Muffler Co., Philadelphia, Pa.; 
Deminion Cartridge Co., Montreal, 
Canada; the H. B. Claflin Co., New 
York, and W. A. Pickard, Chicago, III. 
Ml. 


The Homer W. Hedge Co., New 
York, is sending out to newspapers 112 
lines, 3 insertions, and 5 lines, 1_in- 
sertion, to advertise Underberg Bit- 
ters. 


Lord & Thomas, Chicago, are making 
28,000 line contracts with newspapers, 
space to be used within a year, for the 
Hygienic Food Co., Battle Creek, Mich. 


I. M. Garfinkle, general agent of 
the Home Life Insurance Co., Phila- 
delphia, is asking rates from Penn- 
sylvania papers on 7 inches, double 
column, 


_ New copy for the Union Trust Co. 
is going to New Jersey newspapers 
from the J. Walter Thompson Co., 
New York. 


It is unlikely that newspapeis will 
receive renewal orders for St. Jacob’s 
Oil advertising this fall; this business 
is placed by L. A. Sandlass, Baltimore. 


The W. S. Hill Co., Pittsburg, is 
using space in Pennsylvania news- 
papers for the Hotel Lincoln, of that 
Fae business being placed on a cash 
asis. 


The advertising appropriation of The 
Rubberhide Co., manufacturers of Rub 
berhide Boots, has been placed with 
Wood, Putnam & Wood, Suen, and 
agricultural papers will be used. 


The Frank Presbrey Co., New 
York, is sending out copy to an ex 
tensive list of standard magazines for 
the Hamburg-American fall tours of 
the Orient. 


Copy for Sloan’s Liniment will f° 
to weekly papers October Ist, and the 
daily list will be taken up in Decem- 
ber, business being placed by the James 
T. Wetherald Agency, Boston. 


Renewal contracts are going to news- 
papers in New York ty from_ the 
J. Walter Thompson Co., New York, 
for the Astor Trust Co. 


Copy for Chalmers Knitting Mills 
is going to magazines and women’s 
publications from the George Batten 
Co., New York. 


October issues of magazines are re- 


ceiving copy from PF. cng = 
New York, for the American Grass 
Twine Co. 


The H. Sumner Sternberg Adver- 
tising Service, New York, is sending 
out orders to newspapers to advertise 
Hirsch’s Salad Dressing, made _by 
Hirsch Brothers & Co., Louisville, Ky. 


The Brazilian Cigars Importing Co., 
Pittsburg, is advertising a mail order 
proposition in magazines, direct. 


Copy for German Kali started in 
Southern agricultural papers the mid- 
dle of September, business being placed 
by the George Batten Co., New York. 


M. J. Shaughnessy, New York, is 
using a selected list of morning papers 
to advertise the “La Reina” corset; 
era will avérage about a: thousan 
ines. 











60 PRINTERS’ INK. 


Ten thousand line contracts, space 
to be used within a year, are being 
made with newspapers by Lord & 
Thomas, Chicago, for the United Cigar 
Manufacturing Co. 


‘The Volkmann Agency, New York, 
will shortly send orders to newspapers 
for Vapo-Cresolene advertising. 


New York City dailies are receiving 
copy from the George Batten Co., 
New York, for “B. & O.” molasses. 


Truly Warner, hatter, is using space 
in newspapers in those cities where 
new. stores have been established re- 
cently, through the Federal Advertis- 
ing Agency, New York. 


_ Copy for Royal Worcester Corset 
is going to Sunday papers in the Mid- 


dle West, and dailies in New York 
and Philadelphia are also being used 
by ‘the Persis M. Pomeroy Agency, 


New York. 


Copy for the Empire Furniture Co., 
New York, is going to daily newspapers 
on 5,000 line contracts; mail order 
papers will be used in October and 
November. Rates are also being 
asked for from Pennsylvania papers. 
The business is placed by Ernest Ed- 
wards, New York. 


Reader and small display copy is 
—, used in Pennsylvania papers by 
the Posten-Green Agency, Washington, 
D. C., for the Southern Railway. 


Green’s Capital Agency, Washington, 

. C., is making 5,000 line renewal 
contracts with newspapers to advertise 
the preparations of Mertz, a druggist 
of that city. 


Two thousand line contracts are 
being made with newspapers by. O. J. 
Mulford, Detroit, for the Oakland 
Motor Car Co., of that city. 


One hundred and forty lines, 4 in- 
seitions, will be used in newspapers 
for mail order advertising of the Ma- 
jestic Range Co., St. Louis, through 
H. W. Kastor & Sons, of that city. 


Williams & Cunnyngham, Chicago, 
are making 5,000 line renewal con- 
tracts with newspapers for Selz, 


Schwab & Co., makers of shoes. 


The Fuller Agency, Chicago, is mak- 
ing renewal contracts with newspapers 
for the Kellogg preparations. 


The Frank Presbrey Co., New York, 
is making renewals with a list of 
weeklies for M. Hartley & Co. adver- 
ing; 98 lines for 13 insertions to be 
u 


Copy for Hunyadi Janos is going to 
— from E. P. Remington, New 
ork, 


Copy for Bass’s Ale is going to news. 
papers in large cities from C, Iron- 
monger, New York. 


* Dauchy & Co., New York, are send- 
ing copy for Platt’s Chlorides to news- 
papers in districts where smallpox and 
typhoid fever scares prevail. 


Ten thousand line contracts are being 
made with a special list of newspapers 
by the Mahin Advertising Co., Chicago, 
to advertise the Florsheim Shoe. 


Copy for Thomas Cook & Sons, 
“Cook’s Tours,” is being placed with 
newspapers by the Hicks Agency, New 

ork. 


Copy for the McIlhenny Co., makers 
of Tobasco Sauce and other delicacies, 
is going to newspapers in Pennsylvania 
and the South from the Fuller Co., 
Chicago; 5,000 line contracts being 
made. 


The National Casualty Co., Detroit, 
is using 4 inches, 6 insertions, in Penn- 
sylvania papers, direct, advertising for 
district managers, and this copy will 
probably be followed up by other ad- 
vertising. 


Frank Seaman, Inc., New York, is 
placing copy for the “Optimo” cigar, 
manufactured by A. Santaella & Co., 
New York, in daily papers in large 
cities. 


Copy is going to the smaller maga- 
zines from the Allen Agency, New 
York, for the Meyer Manufacturing 
Co., Watertown, N. Y., truss makers. 


Moss & Co., Philadelphia, are placing 
business for the Breeze Carbureter Co. 
in automobile papers, farm papers and 
trade publications; and classified and 
display advertising in Sunday papers. 


Thomas B. Jeffery & Co., Kenosha, 
Wis., makers of the “Rambler’’ auto- 
mobile, contemplate making an extensive 
newspaper campaign this fall. This 
business is handled by the J. Walter 
Thompson Co., Chicago. 


Thirty-five line, 1 time orders are 
going to newspapers from the American 
Sports Publishing Co., New York, for 
the A. G. Spalding & Brother advertis- 
ing. 


Lord & Thomas, Chicago, are making 
5,000 line contracts with a list of news- 
papers in large cities for the advertising 
of the Mitchell Motor Car Co. 


The Columbia Phonograph Co. will 
use double page spreads in prominent 
magazines, October issues, and news- 
ed copy will start about October Ist; 
usiness being placed by Frank Sea- 
man, Inc., New Vork. 


Fall orders have gone out to a list 
of New York City dailies for W. ° 
Sloane, carpet and rug house, from the 
Frank Presbrey Co., how York. 


The Publicity Co., New York, has 
secured the advertising of the Mead Co., 
New York, and will also continue- to 
handle the advertising of Silver & Co., 
Brooklyn. 
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Let Us Make Your 
ELECTROTYPES 









, Our 
Weill Plates 
Save Get 
You There 
Time pa 
Money Time 
and and 
Bother Right 


Electrotyping Plant in the World 


built by giving advertisers better service than anyone else. 
Three-fourths of the publications in the United States are 
within 24 hours of our central location — which insures 
prompt delivery of your plates and big saving in express- 
age. The biggest orders do not stump us with our 


Capacity 90,000 Column Inches a Day 


We always get plates out on time — and right — and 
our prices are about as low as other foundries charge for 
ordinary stereotypes. 


GET OUR PRICES. GIVE US A TRIAL 


THE RAPID 


Electrotype Company 


ADVERTISERS’ BLOCK, CINCINNATI, OHIO 
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A Roll of Honor | 


No amount of money can buy a place in this 
list for a paper not having the requisite qualification. 











Advertisements under this paeee are accepted from publishers who, 
according to the 1908 issue of Rowell’s American Newspaper Directory, / 
have submitted for that edition of the Directory a detailed circulation 4 
statement, duly signed and dated, also from publishers who for some 
reason failed to obtain a figure rating in the 1908 Directory, but have 
since supplied a detailed circulation statement as described above, cover- 
ing a period of twelve months prior to the date of making the statement, 
such statement being available for use in the 1909 issue of the American 
Newspaper Directory. Circulation figures in the Rott or Honor of the 
last named character are marked with an (*). i 


r These are generally regarded as the publishers who believe that an 
advertiser has a right to know what he pays his hard cash for. 


4 ; The full meaning of the Star Guarantee is set forth in Rowell’s ; 
American Newspaper Directory in the catalogue description of 
each publication possessing it. No publisher who has any doubt 
that the absolute accuracy of his circulation statement would stand 

out bright and clear after the most searching investigation would ever for 

a moment consider the thought of securing and using the Guarantee Star. 




















ALABAMA Meriden, Morning Record and Republican. 
Birmingham, Ledger, dy. Average for 1907, | aily average 1906, 7,672; 1907, 7 769 


21,861. Best advertising medium in Alabama. e Z , 
New Haven, Evening Register, daily. Annual 


sworn average for 1907, 15,720; Sunday, 12,104 


ARIZONA 
Phoenix, Republican. Daily aver. 1907, 6 619 New Haven, Leader 1907, 8,727. Only ev'g 
Leonard & Lewis, N. Y. Reps, Tribune Bldg Republican paper. J. McKinney, Sp. Agt. N.Y 


N P i ,, rer." , 
ARKANSAS me ‘alladium, dy. Aver. ‘06, 9,649; 
Fort Smith, 7imes. Daily aver 1907, 4,188 


Largest circulation in city of 35,000. New Haven, (’nion. Av. 1907, 16,548; first six 


mos. 1908, 16,669 E Katz, Special Ayt.,N Y 


New London, Day, ev'g Aver 1906, 6,104; 


CALIFORNIA 
average tor 1907, 6,647; 6 mos , 1908, 6,712 


Oakland, Enguirer. (Consolidation 
E i and Herald.) Averag ly 
¥v oe 49.802 1 ) sa dag Norwalk, Evening /iour. April circulation 


1908, 49,592. Largest circulation in 
5 ¥ exceeds 3.500. Sworn statement furnished. 


Vakland guaranteed. 
Sacramento, Union, daily. The quality me- Waterbury, Repudlican. Average 1907, 6 338 
dium of interior California. morning; 4,400 Sunday Feb. 'o8, San., 5,922 


COLORADO DISTRICT OF COLUMBIA 
Denver, Post, has a paid cir. greater than that Washington, Evening Star, daily and Sunday 
of any two other daily newspapers pub. in Den- Daily average for 1907, 35,486 (©). 


ver or Col. Cir. is daily, 53,392; Sunday, 82,788. 
$9 This absolute correctness of the latest cir- 
culation rating accorded the Den- FLORIDA 
ver Post is guaranteed by the ‘. 
publishers of Rowell’s American Jacksonville, Metropolis Dy. av first 6 mos. } 
GUAR Newspaper Directory, who will 1908, 10,936. KE. Katz, Special Agent, N. Y 
pay one hundred dollars to the Sattopl 


TEED first person who successfully Jacksonville, 7:mes-Union, morning. Average 
controverts its accuracy for August, 1908, 13,763; Sunday, 15,670 
Tampa, 7ribune, morning. Average 1907, 
CONNECTICUT 12,516. Largest circulation in Florida. 
Bridgeport, Evening Post, Sworn daily, year 
1907, 11,945. Bridgeport's Want" Medium. ILLINOIS 


ra, Daily Beacon. Goes into homes. 


You can cover Bridgeport by using 


a ma 





Bridgeport, Morning Telegram, daily Auro’ 
Seis for July, 1908, sworn, 12,414. Jan. 08, 6,823, April, 7,453, June, 7,964. 


Telegram only. Rate 1c. per line flat. 


Meriden, Yournai, evening. Actual average 
for 1906, 7,680. Average for 1907, 7,743. 





Chicago, /he American Journal of Clinical ; 


Medicine, mo. ($2 00), the open door tothe Ameri 
can Doctor, and through him to the American 
Public. Av. circulation for past 3 years, 37,794 























Chicago, Breeder's age weekly $2 Aver. 
circulation for year 1906, 7 For year ended 
Dec. 25, 1907, 74, 755. 4 months 1908, 74,339. 


Chicago, Commuted Telegraphers’ gesrent, 
monthly Actual average for 1907, 15, 
Chicago, Dental Review, monthly. Actual 


average for 1906, 4, 001, for > 1907, 4,018. 
Chicago, fournal Amer Med. Ass'n., weekly. 
Av. for’07, 62,217; Jan., Feb., March, '08, 58,087 


Chicago, National Harness Review, monthly. 
5,000 copies each issue of 1907. 


Chicago, Record-Herald. Average 1907, daily 
151,564, Sunday 216,464 It is not disputed 
that the Chicago Record-Herald has the largest 
net paid circulation of any two-cent newspaper 
in the world, morning or evening. 

Q@™ The absolute correctness of the latest cir- 
culation rating accorded the 
Record-Herald is guaranteed by 


A the publishers of Rowell's Ameri- 
ov “a ican Newspaper Directory, who 
aa) will pay one hundred dollars to 


the first person who will success 
fully controvert its accuracy 


Chicago, The 7ribune has the largest two-cent 
circulation in the world, and the largest circu 
lation of any morning newspaper in Chicago 
The Tribune is the only Chicago newspaper 
receiving (©). i. 

Galesburg, Republican-Register,Eve Aug av 
6,237. Only paper in city examined by A.A.A 


Joliet, Herald, evening and Sunday morning. 
Average for year ending April 30, 1907, 7,371. 





Libertyville, Business Philosopher, mo.; mer 
cantile. Av. 1907, 16,322. A. F Sheldon, Ed. 

Peoria, Evening Star 
21,659. 


Circulation for 19¢7, 


INDIANA 


Evansville, Courier. Sworn daily circulation 
—average for 1907, 17,018. Average for 1908 
(four months), 17,672. Circulation guaranteed 
to be largest in Evansville. Smith & Budd, 
Representatives, N. Y., Chicago and St Louis 

Evansville, fournal-News. Av 


190% 18,183 
Sundays over 18,000. E. ¥. 


Katz, S.A., 
Lafayette, Courier and Call 


1907 av., 5,423 
Only evening paper 


Popular want ad medium 


Notre Dame, 7he Ave Maria, Catholic weekly 
Actual net average for 1907, 26,112. 


Princeton, Clarion-News, daily and weekly. 
Daily average 1907, 1,577; weekly, 2,641. 


south Bend, 7ribune. Sworn average July 
1908, 9,555. Absolutely best in South Bend. 


IOWA 


Burlington, Hawk-Eye, daily. 
8,937. ‘All paid in | advance.’ 

Council Bluffs, Nonpariel. Average six months 
ending Aug. 31, 14,069. Morning—Evening— 
Sunday. Only daily in city. Can’t be covered 
otherwise. 


Average 1907, 





Davenport, Times. Daily aver. Aug., 15,776 
Circulation in City or total guaranteed greater 
than any other paper ¢ or no pay for space 


Des Moines, Capital, daily. Lafayette Young 
Publisher. Circulation for 1907, 41,682. Rate 
70 cents per inch, flat. If you are after business 
in Iowa, the Cafital will get it for you. First 
in everything. 
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Dubuque, Zimes-Fournal, morning and eve- 
Daily average, 1907, 11,349; Sunday, 13,555. 


Washington, Eve. Yournal Only daily in 
county. 1,900 subscribers, All goud people. 


KANSAS 


Hutchinson, News. Daly 1907, 4,670, first 
mos. 1908, 4,767 E. Katz, Special Agent, N. 

Lawrence, World, daily Actual average for 
1907, 4,217. 


Pittsburg, Headlight, daily and weekly. Aver- 
age 19¢7, daily 6,228; weekly 5,647. 


KENTUCKY 
Harrodsburg, Democrat. Put it on your list. 
Circulation high Rates low. See rating 
Lexington, Menaid; mg., dy., July, 8,020. 
Sunday, 9,390. Com rates with a Gazette. 





Lexington, Landi, r= 
6,793; 


‘06, evening 5,157, Sun. 
tor '07, eve'g, 6,390, Sun. 7,102. E. Katz. 


MAINE 


Augusta Comfort, monthly. W.H. Gannett, 
publisher Actual average for 1907, 1,294,438. 


Augusta, Kennebec Fournal, dy. 


Av. for 1907 
7,905. ; 


Largest and best circulation i in Cent. Me. 





Bangor, Commercial. Average for 1907, daily 
10,018; weekly, 28,422 


Phillips, Maine Woods and W oodsman,weekly, 
J W Brackett Co. Average for 1907, 8,012. 
Portland, Evening Express. 


Average for 1907, 
daily 13,614. 


Sunday Telegram, 8,855. 


Waterville, 
daily. 


Sentinel. 1907 average, 8,418 
‘The fastest growing paper in Maine. 


MARYLAND 


Baltimore, American. Daily average for 1907, 
15,652; Sunday, 91,209. No return privilege. 
Baltimore, News, daily. Evening News Pub- 
lishing Company. Average ares 77,748. For 
August, 1908, 82,9 
The absolute <a of the 
latest circulation rating accorded 
the Mews is guaranteed by the 
publishers of Rowell’s American 
Newspaper Directory, who will 
pay one hundred dollars to the 
first person who successfully controverts its 
accuracy. 


MASSACHUSETTS 


Boston, Evening Transcript (©©). Boston's 
tea table paper. Largest am¢ amount of week day ad. 


We Wer We we We He 


Boston, Globe. Average 1907,daily. 181,344; 
Sunday, 308,308. Largest circulation” daily of 
any two-cent paper in the United States. Lar- 
gest circulation of any Sunday newspaper in 
New England. Advertisements go in morning 
and afternoon edition for one price. 


tatetatatal 


Human Life, The Magazine About People. 
Guarantees and proves over 200,000copiesm'thly 





* Ww 


Boston, Post, July, 1908, daily average, 255,072, 


The Boston Post's 
Post carries more 
Boston 


Sunday average, 234,753. 
best July with both editions. 
general advertising than any other 
newspaper, ‘There's a reason.” 


x 
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Boston, 7raveler, daily. Circulation 
over 85,000. Established 1825. The 
aggressive evening paper of Boston. 
John H. Fahey, editor and publisher. 











Clinton, Daily /tem, net average circulation 
for 1907, 3,012. 


Fall River, Evening Ne ‘ews. The Home Paper. 
Actual daily average 1907, 7,049. 


Gloucester, Daily Times. Every afternoon and 
evening. Sworn daily av. circulation 1908, 7,342 


Lawrence, 7elegram, evening, 1907 av. 8,939. 
Best paper and largest circulation in its field. 


Lynn, Evening Item. Daily sworn av. year 
1906, 15,068; 1907, average, 16,622. The Lynn 
family paper. Circulation unapproached in 
quantity and quality by any Lynn paper. 








Salem, Evening News. Actual daily average 


for 1907, 18,261. 


Worcester, Gaxette, © eve. Av 
Largest eve. circ’n, Worcester’s Home’ 


1907, 14,682 dy 
* paper 


Worcester, L’ Opinion Publique, daily (OO) 
Paid average for 1907, 4,586 





Worcester Magazine, reaches the manufac- 
turers and business men of the country and all 
Board of ‘Trades. Average 1907, 3,000. 


MICHIGAN 
Jackson Patriot, Average July, 1908, daily 
8,443, Sunday 9,384. Greatest net circulation. 
Saginaw, Courier-Herald, daily. Only rewd 
paper; aver. for 1907, 1 14,1 749. Exam. by A.A 


Saginaw, Evening News, daily. Average for 


1907, 20,537; August, 1908, 19,207 


MINNESOTA 
Duluth, Evening Herald. Daily average 1907 
23,093. Largest by thousands. 


Minneapolis, Farmers’ Tribune, twice-a-week. 
W. J. Murphy, publisher. Aver. for 1907, 32,074. 


Minneapolis. Farm, Stock and Home, semi- 
monthly. Actual average 1905, 87,187; average 
for 1906, 100,266; for 1927, 103,583. 

The absolute accuracy of Farm, 
Stock & Home's circulating rating 
is guaranteed by the American 
Newspaper Directory. Circulation 


Atlee is practically confined to the far- 
_AN mers of Minnesota, the Dakotas, 
TEEO Western Wisconsin and Northern 


lowa. Use it to reach sections 
most profitably. 


CIRCULATI'N Minneapolis, 7ribune, W. J. 
Murphy, publisher. Established 
1867. Oldest Minneapolis daily. 
The Sunday 7ribune average per 
issue for the year ending Decem 
ber, 1907, was 76,603. The daily 
by Am. iiews- Trioune average per issue for 
paper Direc- the year ending December, 1907, 
tory. was 101,165. 





Minneapolis, Journal, Daily 
and Sunday (Q@). In 1907 av 
erage daily circulation, evening 


only, 76,861. In 1907 average 
Sunday circulation,72,578. Daily 
average cireulation for August, 
1908, evening only, 71,604. Av. 
erage Sunday circulation for 
Aug , 1908, 70,759. (Jan. 1, 1908, 
subscription rates were raised 
from $4.80 to $6 per year and 
terms changed from unlimited 
credit to strictly cash in ad- 


vance.) ‘The absolute accuracy 
of the Yournal’s circulation 
ratings is guaranteed by the 


American Newspaper Directory. 

It is guaranteed to go into more 
homes than any other paper in 
its field and to reach the great 


army of purchasers throughout 
©O© [the Northwest. The Fournal 
brings results. 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, publisher, 1907, 54,262 





_8t. Paul, Pioneer Press. Net average circula- 
tion for 1907. Daily, 35,716; Sunday, 35,465. 

e absolute accuracy of the 
Pioneer Press circuiation state 
ments is guaranteed by the 
American Newspaper Directory. 
Ninety per cent. of the money due 
for subscriptions is collected, 
showing that subscribers take the 
paper because they want it. Ail matters per- 
taining to circulation are open to investigation 


MISSOURI 
Joplin, Globe, daily. oven, 1907, 17,030. 
E. Katz, Special Agent, N. 


8t. Joseph, New-Press. Circulation, 
37,388. Smith & Budd, Eastern Reps. 


1907, 


8t. Louis, National Druggist, Mo. Henry R 
Strong, Editor and Publisher. Aver. for 1907, 
10,570 (O@). Eastern office, §9 Maiden Lane 


8t. Louis, National Farmer and Stock Grower, 
Mo. Actual average for 1907, 104,666 


NEBRASKA 
Lincoln, Deutsch-American Farmer, weekly. 
143,245 for year ending Oct. 30, 1907- 


Lincoln, Freie Press, weekly. Average year 


ending Sept. 25, 1907, 142,989. 
NEW HAMPSHIRE 
Nashua, 7elegraph The only daily in city 
Average for 1907, 4,271 


NEW JERSEY 


Asbury Park, Press. 1907, 5,076. Gained 
averaye of one subscriber a day for ten years 





Camden, Daily Courier. Actual average for 
year cnding December 31, 1907, 9,001. 





Jersey City, Evening Fournal. Average for 
1907, 24,330. First six months 1908, 24,375 


Newark, Eve. News. Net daily av. for 1906, 
63,022 copies; for 1907, 67,196; Jan. 69,289. 


Trenton, Evening Jimes Av. 1906, 18 237. 
Av. 1907, 20,270; last quarter yr. '07, av. 20,409 
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NEW YORK 
Albany, Evening Fournal. Daily average for 
1907, 16,395. It’s the leading paper. 


Brooklyn, N. Y. Printers’ Ink says 
The Standard Union now has the 
largest circulation in Brooklyn. Daily 
average for year 1907, 62,697. 


Brooklyn, Weekly Record, weekly 2 cents. 
Aver. for year 1907, 6,112. A want ad. medium. 


Buffalo, Courier, morn. Av. 1907, Sunday, 91,- 
447, daily, 61,604; Enquirer, evening, 34,570. 


Buffalo, Evening News. Daily average 1905, 
94,690; for 1906, 94,473; 1907, 94,843. 

Mount Vernon, Argus, eve. Aver. cir. 6 mos. 
ending July 31, 1907, 4,807. Only daily here. 


Newburgh, Daily News, evening. Av- 
erage circulation first quarter 1908, 
6,088. Circulates throughout Hudson 
Valley. Examin’d and certified byA.A.A. 


NEW YORK CITY 


Army and Navy Fournal. Est. 1863. Weekly 
average, 6 mos. to June 27, ’08, 10,169. 


Baker's Review, monthly W. R. Gregory Co., 
publishers. Actual average for 1907, 5,784. 


Benziger's Magazine, Circulation for 1907, 
64,416; Suc. per agate line 


Clipper, weekly (Theatrical). Frank Queen 
Pub. Co., Ltd. Average for 1907, 26,641 (O©) 


El Comercio, mo. Spanish export. J. Shepard 
Clark Co. Average for 1907, 8,8833—sworn. 


The People’s Home Journal. 664,416, mo. 
Good Literature, 468,666 mo., average circula- 
tions for 1907—all to paid-in-advance subscribers. 
F. M. Lupton, pub, Inc Briggs & Moore, 
Westn. Reprs., 1438 Marquette Bldg., Chicago. 

—— 

The Tea and Coffee lradc Journal. Average 
circulation for year ending August, 1908, 10,063 
August, 1908, issue, 9,550. 


The World. Actual aver. for 1907, Mor., 346,- 
424. Evening, 405,172. Sunday, 483,335. 

Poughkeepsie, Star, evening. Daily average 
for tirst six months 1908, 4,455; June, 4,591 





Schenectady, Gazette, daily. A. N. Liecty 
Actual Average 1906, 15,309; for 1907, 17,152. 


Syracuse, Evening Herald, daily. Herald Co, 
pub. Aver. 1907, daily 35,509; Sunday, 41,130 


Troy, Record. Average circulation 
1907, 20,168. Only paper in city which 
has permitted A. A. A. examination, and 
made public the report. 








Utica, National Electrical Contractor, mc 
Average for 1907, 2,542 

Utica, Press,daily. Otto A Meyer, publishe: 
Average for year ending July 31, 1908, 15,067 





OHIO 
Akron, 7imes, daily. Actual average for 
year 1906, 8,977; 1907, 9,661. 
Ashtabula, Amerikan Sanomat Finnish, 
Actual average for 1907, 11,120. 





Cleveland, Plain Dealer. Est. 1841 Act.daily 
and Sunday average 1907, 74,911; Sunday, 88,- 
373; Aug., 1908, 80,325 daily; Sunday, 89,630 


Columbus, Midland Druggist, a journal of 
quality for advertisers to druggists of the 
Central States. 


Dayton, ournal. 
21,217. 


1907, actual average, 


Springfield, Farm and Fireside, over % cen- 
tury leading Nat. agricult’l paper. '07, 447,345 





Springfield, Poultry Success, monthly av.. 1907, 
33,260. 2d largest published. Pays advertisers. 


Youngstown, Vindicator. D'y av.,'07, 14,768, 
Sy., 10,017; LaCoste & Maxwell,N. Y &Chicago. 


OKLAHOMA 
Muskogee, 7imes-Democrat. Average 1906, 
5,614; for 1907, 6,659, E. Katz, Agent, N Y 
Oklahoma City. The Oklahoman. 1907 aver, 
20,152; Aug., '08, 28,617 E. Katz, Agent, N Y.- 


OREGON 


Portland, Yournal, has larger circula 
tion in Portland and in Oregon than any 
other daily paper Portland Yournal, 
daily average 1907, 28,806, for Aug., 

1908, 80,118 Vreeland-Benjamin, Representa 
tives, New York and Chicago. 


PENNSYLVANIA 
Chester, 7imes, ev'g d'y. Average 1907; 7,640 
N. Y office, 220 K’way. F R. Northrop, Mgr 


Harrisburg, 7elegraph. Sworn av Aug. .1908, 
15,270. Largest paid cir in Harrs'bg or no pay. 


‘In 
Philadelphia 
nearly 
everybody 
reads 
The Bulletin.” 


NET AVERAGE FOR AUGUST 


218,807 


COPIES A DAY , 
WILLIAM L. MCLEAN. 
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Philadelphia, Confectioners’ Yournal, mo. 
Average 1906, 5,514: 1907, 5,514 (OO). 





Philadelphia, 7he Camera, s the only best 
photographic monthly. It brings results. 
Average for 1907, 6.800. 


Printers’ Ink awarded Farm 
Journal the Seventh Sugar Bowl 
because that paper, among all 
those published ‘in the United 
States, best serves its purpose as 


an educator and counselor for the 
agricultural population, and as an 
effective and economical medium 
for communicating with them 
through its advertising columns. 





Philadelphia. The Press is 
Philadelphia’s Great Home News- 
paper. Besides the Guarantee 

GUAR Star, it has the Gold Marks and is 

AN onthe Roll of Honor—the three 
most desirable distinctions for 
any newspaper. Sworn average 
circulation of the daily Press tor 1907, 102,993; 
the Sunday Press, 124,006. 








West Chester. Local News, 
daily, W. H. Hodgson. Aver. for 
1907, 16.687. In its 35th year. 
Independent. Has Chester Co., 
and vicinity for its field. Devoted 
to home news, hence is a home 

aper. Chester County is second 

n the State in agricultural wealth. 


York, Dispatch and Daily. Average for 1907. 
18,124. 


RHODE ISLAND 
Pavtucket, Evening Times. Average circula- 
Yon, 1907, 17,903—sworn. 


Providence, Daily Fournal. 18,872 
(OO). Sunday, 25,169 (©O). Lvening 
Bulletin, 31,061 average 1907. Bulletin 
average for 1st 6 mos. 1908, 46,881 daily. 


SOUTH CAROLINA 
Charleston, Evening Post. Actual daily aver- 
age 6 mos., 1908, 4,685; June, 5,184. 


Columbia, State. Actual aver- 
aga for1g07, daily (©@O) 13,052 
Sunday, (Q@)13,887. Semi-weekly, 
2,997. Actual average for first six 
months of 1908, daily (OO) 13,314; 
Sunday (OO) 14,110. 


partanburg, Herald Actual daily average 
PP ny tor first six months of 1908, 3,289. 


TENNESSEE 

Chattanooga, News. Average 
for 1907, 14,463. OnlyChattanooga 
paper permitting examination cir- 
culation by A. A. A. Carries 
more advertising in 6 days than 
morning paper 7 days. Greatest 
Want ad medivm. Guarantees 

largest circulation or no pay. 


Knoxville, Journal and Tribune. 
> ae day av. year ending Dec. 31, 1907 





14,694. Week-day av. January and 
february, 1908, in excess of 15,000. 
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Memphis, Commercial Appeal, daily, Sunday, 
weekly, 1907, average : Daily, 42,066; Sunday, 
61,773; weekly, 80,078. Smith & Budd, Repre- 
sentatives, New York and Chicago. 

Nashville, Banner, daily. Average for year 
1906, 31,455; for 1907, 36,206 


TEXAS 


El Paso, Herald, Jan. av. 9,003. More than 
both other El Paso dailies. Verified by A.A.A. 


VERMONT 


Barre, 7imes, daily. F. E. Langley. Av. 19%» 
3,527 ; 1906, 4,113; 1907, 4,635. Exam. by A.A 


Burlington, Free Press. Daily average for 
7, 8,415. Largest city and State circulation. 
locedaed by Association of Amer. Advertisers. 
Montpelier, Argus, dy., av. 1907, 3,126. Fiaed 
Montpelier paper examined by the A. A. 


Rutland, Herald. Average, 1907, 4,891. Only 
Rutland paper examined by ys Me 


St. Albans, Maman, oy: Average for 
1907, 3,382. Examined by A. A. A. 


VIRGINIA 


Danville, 7he Bee. Av. 1907, 2,711; Aug., 1908, 
3,017. Largest circulation. Only evening paper. 


WASHINGTON 


Seattle, Post-/ntelligencer (OO). 
Av. for Feb., 1908, net—Sunday, 
39.646; Daily, 32,083; Weekday, 
30,874. Only sworn circulation 
in Seattle. Largest genuine and 
cash paid circulation in Washing- 
ton; highest quality, best service, 
greatest results always. 
Tacoma, Ledger. Average 1907, daily, 17,482. 
Sunday, 25,002. 


Tacoma, News. Average 1907, 16,526; Satur- 
day, 17,610. 


WEST VIRGINIA 


Piedmont, Business Farmer, monthly. Larg- 
est farm paper circulation in West Virginia. 


WISCONSIN 


Janesville, Gazet'e. Daily average for 1907, 
3,671; July,'o8, semi. weekly, 1,965; daily 4,622. 


Madison, State Fournal, daily. Actual aver- 
age for 1907, 6,086. 


Milwaukee, Seming ' Wisconsin, daily. Aver- 
age 1907, 28,082 (©) Carries largest amount 
of advertising ot any paper in Milwaukee. 


Milwaukee, 7he Yournal, eve , 

ind. daily. Daily for Sat for 12 

months, 54201; for July, 1908, 

GUAR 565,325; ‘daily gain over July, 1907, 

TEED 3,305. 50% of Milwaukee homes ut 
7 cents per line. 

At 7 cents per line, flat, the 
Journal carries your announcements into 50% 
of all Milwaukee homes. It requires the com- 
bination of the other four publications (at 
about 21 cents per line) to reach the r main- 
ing 50%. ? 

Oshkosh, Northwestern, daily. 
1907, 8,680. Examined by A 7 % 





Average for 
A. 


Racine, Fournal, daily. Average for the iast 
six months, 1907, 4,376 
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T"'WISCONSIN 
Agricotrorist 


Racine, Wis., Established, 1877. 
Actual weekly average for vear 
ended Dec. 30, 1907, 56,317 
Larger circulation in Wisconsin 
than any other paper. Adv 

$3.50 an inch. N. Y. Office 
Temple Ct. W.- & Richardson, Mgr. 





WYOMING 


Cheyenne, 7ribume. Actual net average six 
months, 1908, daily. 4,877; semi-weekly, 4,420. 


BRITISH COLUMBIA 
Vancouver, Province, daily. Av. for 1907, 
13,846; July, 1907, 18,541; July, 1908, 16,244. H. 
DeClerque, U.S .Repr., Chicago and New York. 





MANITOBA, CAN. 
Winnipeg, Free Press, daily and weekly. Av- 
erage for 1907, daily, 36,852; daily Aug., 1908, 
38,413; weekly aver. for month of Aug., 26,160 





Winnipeg, Der Nordwesten. Canada's Ger- 
man newsp’r. Av. 1907, 16,646. Kates 56c. in. 


Winnipeg, Telegram, Average daily, Aug., 
1908, 26,008. Weekly aver., 28,000. Flat rate. 


QUEBEC, CAN. 
Montreal, La Presse. Actual average, 1907, 
daily 103, 828, weekly 50,197. 


Montreal, 7he Daily Star and 
The Family Herald and Weekly 
GUA Star have nearly 200,000 subscrib- 
AN ers, representing 1,000,000 read- 
TEED ers—one-fifth Canada’s., popula- 
. Av. cir. of the Daily Star 
for 1907, 62,837 copies daily; the 

Weekly Star, 129,336 copies each issue. 














The Want-Ad Mediums 








the requisite grade and class. 








A Large Volume of Want Business Is a Popular 
Vote fcr the Newspaper 


Advertisements under this heading are only desired from papers of 


in Which It Appears. 











COLORADO 


WANT advertisers get best results in Colo- 
rado Springs Evening 7: Telegraph. 1c. a word. 


TES Denver Post prints more paid Want 
Advertisements than all the newspapers in 
Colorado combined. 


DISTRICT OF COLUMBIA 
Tre reer and Sunday Star, Washington. 
» carries double the number of 
Want ‘Ads of any other paper. Rate lc. a word, 


ILLINOIS 


THe Champaign News is the leading Want 
ad medium of Central Eastern Illinois, 


“N EARLY everybody who reads the English 
language in, around or about Chicago, 
reads the Daily News,’’ says the Fost-office 
Review, and that’s why the Daily News is 
Chicago's ‘want ad" directory. 





THE Chicago Examiner with its 650,000 Sun- 
day circulation and 175,000 daily circulation 
brings classified advertisers quick and direct 
results. Rates lowest per thousand i: the West. 





HE Tribune publishes more Classified Ad- 
vertising than a any other Chicago newspaper. 





INDIANA 

THE Indianapolis News, the best medium in 

the Middle West for Mail-order Classified Ad- 
vertising carries more of it than all the other 
Indianapolis papers combined, its total in 1907 
being 289,807 ads (an average of 919 a day)— 
23,331 more than all the other local papers had. 
The News’ classified rate is one cent a word, 
and its daily paid circulation over 75,000 





THE INDIANAPOLIS STAR 


Publishes more classified advertising 
than any other paper in Indiana. 


During the first six months of 1908 
The Star carried 223.30 columns more 
paid WANT advertising than was 
claimed by its nearest competitor. 


Rate, Six Cents Per Line. 














MAINE 
THE Evening Express carries more Want Ads 
than all other Portland dailies combined. 


MARYLAND 
HE Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad Medium of Baltimore. 


MASSACHUSETTS 
THE Boston Evening Transcript is the Great 
Resort Guide for New Englanders. They ex 
pect to find all good places listed in its adver- 
tising columns. 


te te tk te tek 


TH Boston Globe, daily and wee for ef 
feed 1907, sprinted a total of 446,736 paid 
Want Ads. There was a gain of 1,979 over 
the year 1906, and was 230,163 more than any 

other Boston paper carried for the year 1907 


te te we oe te vr 
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MINNESOTA 


HE Minneapolis Tribune is the recognized 
Want Ad Medium of Minneapolis. 


TH E Minneapolis Journal, 
daily and Sunday, caries | oo | 
more Classified Advertising 


than any other Minneapolis 
newspaper. No free Wants 
and no Clairvoyant nor ob- 
jectionable medical advertise- 
ments printed. Classified 
Wants printed in Aug. 190,386 
lines. Individual! advertise- 
ments, 26,868. Eight cents per 
agate line per insertion, if 
charged. No ad taken for less 


than 24 cents. If cash accom. 
panies order the rate is 1 cent 

©© ja word. Noad taken less than 
20 cents. 


CIRCULATI'N THE Minneapolis Tribune is 

the oldest Minneapolis daily 

and has over 100,000 subscribers. 

It publishes over 140 columns of 

Want advertisements every week 

at full price (average of two 

pages a day); no free ads, price 

covers both morning and evening 

by Am. News- issues. Rate, 10 cents per line. 
paper Di’tory Daily or Sunday. 


THE St. Paul Dispatch, St. Paul, Minn., covers 
its held. Average for 1907, 68,671. 


MISSOURI 
THE Joplin Globe carries more Want Ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One cent a 
word. Minimum, l&5c. 


MONTANA 
HE Anaconda Standard, Montana's best 
newspaper. Want Ads, lc. per word. Cir- 
culation for 1907, 11,087 daily; 15,090 Sunday. 


SEW JERSEY 
THE Jersey City Evening Fournal leads all 
other Hudson County newspapers in the 
number of Classified Ads carried. It exceeds be- 
cause advertisers get prompt results. 


THE Newark, N. J. Freie Zeitung (daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans. One cent per word; 8 cents per month. 


NEW YORK 
THE Albany Evening Fournal, Eastern N.Y.'s 
best paper for Wants and Classified Ads. 





THE Buffalo Evening News with over 95,000 
circulation, is the only Want Medium in 
Buftalo and the strongest Want Medium in the 
State, outside of New York City. 


HE Argus, Mount Vernon's only daily. Great- 
est Want Ad Medium in Westchester County. 


RINTERS'’ INK, published weekly. The re- 

cognized and leading Want Ad Medium for 
want ad mediums, mail order articles, advertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices, adwriting, half- 
tone making, and practically anything which 
interests and appeals to advertisers and busi- 


ness men Classified advertisements, 20 cents ~ 


a line per issue flat, six words to a line, 


OHIO 


jN a list of 100 recognized classified advertising 
mediums, only two producedresults at a lower 
cost than the Cincinnati Enguirer. A wordto 
the wise is sufficient. You want results. 
HE Youngstown Vindicator—Leading Want 
Medium. lc. per word. Largest circulation. 


OKLAHOMA 


HE Oklahoman, Okla. City, 28,617. Publishes 
more Wants than any 7 Okla. competitors. 


PENNSYLVANIA 
THE Chester, Pa., 7tmes carries from two to 
five times more Classified Ads than any other 
paper. Greatest circulation, 


UTAH 


HE Salt Lake 7ribume—Get results—Want 
Ad Meaium tor Utah, Idaho and Nevada. 


CANADA 
HE Daily Telegraph, St. John, N. B., is the 
Want Ad Medium of the maritime provinces. 
Largest circulation and most up to date paper 
of Eastern Canada. Wants ads one cent a 
word. Minimum charge 26 cents. 


THE La Presse, Montreal. Largest daily cir- 
culation in Canada without exception. (Daily 
103,828—sworn to.) Carries more Want Ads 
than any newspaper in Montreal. 


HE Montreal Daily Star carries more Want 

Advertisements than all other Montreal 
dailies combined. The Family Herald and 
Weekly Star carries more Want Advertisements 
than any other weekly paper in Canada. 








©O) Gold Mark Papers OO) 











Out of a grand total of 22,502 publications listed in the 1908 issue of 
Rowell’s American Newspaper Directory, one hundred and twenty are 
distinguished from all the others by the so-called gold marks (@®). 














ALABAMA 
The Mobile Register (O@). F-stablished 1821 
Richest section in the prospervus South. 
DISTRICT OF COLUMBIA 
Everybody in Washington SUBSCRIBES 10 
The Evening and Sunday Star. Average, 1907, 
35,486 (OO). 
GEORGIA 


Atlanta Constitution (@@). Now, as always, 
the Quality Medium of Georgia. 





ILLINOIS 


Bakers’ Helper (@@), Chicago. Only “Gold 
Mark" journal for bakers. Oldest, best known. 


The Inland Printer, Chicago ( ). Actual 
average circulation tor 1905, 15,866. 





Tribune (QO). Only paper in Chicago re- 
ceiving this mark, because 7ribume ads bring 
satisfactury results, 
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KENTUCKY 


Louisville Courier-Fournal (O®). Best paper 
in city; read by best people. 


MAINE 
Lewiston Evening Journal, daily, average for 


1907, 7,784; weekly, 17,545 (QO@) ; 7.44% increase 
daily over last year. 


MASSACHUSETTS 
Boston, American Wool and Cotton Reporter. 
Recognized organ of the cotton and woolen 
industries of America (@@). 


Boston Commercial Bulletin (@@®). Reaches 
buvers of machinery for wool and cotton manu- 
facturers. Est. 1859. Curtis Guild & Co., Pub. 





Boston Evening Transcript (@@), established 
1830. ‘The only gold mark daily in Boston. 


Springfield (Mass.) Republican (Q©). Has 
quantity and quality of circulation, 


Worcester L' Opinion Publique ( ), is the 
only Gold Mark French daily in the U.S. 


MINNESOTA 
The Minneapolis Yournal (©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local adver- 
tising, more classified advertising and more total 
advertising than any paper in the Northwest. 


NEW YORK 
Army and Navy Fournal, (O@). First in its 


class in circulation, influence and prestige. 


Brooklyn Eagle (Q@@) is THE advertising 
medium of Brooklyn. 


Century Magazine (@@). There are a few 
people in every community who know more 
than all the others, These people read the 
Century Magazine. 


Dry Goods Economist (@@), the recognized 
authority of the Dry Goods and Department 
Store trade. 


Electric Railway Journal (OO). A consoli- 
dation of ‘Street Raiiway Journal’’ and 
“Electric Railway Review."’ Covers thoroughly 
the electric railway, interests of the world. 


McGRAW PUBLISHING COMPANY. 


Electrical World (@@). Established 1874. 
The great internationat weekly. Cir. audited, 
verified and certified by the Association of Amer- 
ican Advertisers. Av. weekly cir. during 1907 
was 18,294. MCGRAW PUBLISHING CO. 


Engineering News (Q@@). The leading engi- 
neering paper of the world; established 1874. 
Reaches the man who buys or has the authority 
to specify. Over 16,000 weekly. 


The Engineering Record (©). The most 
Progressive civil enyineering journal in the 
world, Circulation averages over 14,000 per 


week, MCGRAW PUBLISHING C OMPANY. 


New York Herald (Q@@). Whoever mentions 
America's leading newspapers mentions the 
New York Herald first. 


Scientific American (Q@®) has the largest cir- 
culation of any technical paper in the world. 


New York Times (QQ). One of three morning 
papers with a daily N. Y.C. sale of over 100,000. 


New York Tribune (Q@), daily and Sunday. 
Established 1841. A conservative, clean and 
up to date newspaper, whose readers represent 
intellect and purchasing power to a high-grade 
advertiser, 





Vogue (@@) carried more advertising in 1905, 
1906. 1907, than any other magazine of gen. cir. 


OHIO 
Cincinnati Enguirer ©©). In 1907 the = 
advertising was 334¢ more than in 1906. 
local advertisers know where to spend this 
money. The only Gold Mark paper in Cincinnati, 


¢ 
PENNSYLVANIA . 

The Press (Qi is Philadelphia’s Great Home 
Newspaper. is on the Roll of Honor and has 
the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn circulation of The Daily Press, 
for 1907, 102,993; The Sunday Press, 124,006. 








THE PITTSBURG 
© DISPATCH © 


The newspaper that judicious advertisers 
always select first to cover the rich, pro- 
ductive Pittsburg field. Best two cent 
morning paper, assuring a prestige most 
profitable to advertisers. Largest home 
delivered circulation in Greater Pittsburg. 











RHODE ISLAND 


Providence Yournal (O@), a conservative 
enterprising newspaper without a single rival. 


SOUTH CAROLINA 


The State (Q©), Columbia, S. C. Highest 
quality, largest circulation iv South Carolina, 


VIRGINIA 


The Norfolk Landmark (@@©) is the home 
paper of Norfolk, Va. That speaks volumes. 


WASHINGTON 


The Post Intelligencer (Q@@). Seattle's most 
progressive paper. Oldest in State; clean, 
reliable, influential. All home circulation. 


WISCONSIN 


The Milwaukee Evening Wisconsin (@©), the 
only gold mark daily in Wisconsin, 


CANADA 


The Halifax Herald (Q@) and the Evening 
Mail. Circulation 15,558, flat rate. 


The Globe, Toronto (@@), and tremendous 


pulling power are synonymous, 








Finding Out Where You Stand 


Here is an extract from a letter from a well-known 
manufacturer of national importance: 


*‘T have your favor of the 22d inst. and have very 
carefully read the report and recommendations on adver- 
tising . 








_ “‘l am very much pleased with the report. You cer- 
tainly handled the matter in splendid style, and I thank 
you for the good attention you have given me.”’ 


This refers to a report made upon an investigation of 
the situation in New York with reference to this manu- 
facturer’s goods, distribution, advertising, the state of 
competition and all other matters pertaining to the suc- 
cessful introduction and sale of his product in New York. 


Every manufacturer desiring to get his share—and 
more—of this great market should know precisely the 
things our investigators find out, and be in possession of 
the suggestions and recommendations which we make. 


Then he will know just why his goods fail to find as 
ready a market as others, how his competitors succeeded, 
and what sales and advertising methods are essential to 
the largest degree of success at the smallest expenditure 
of money and labor. 


One important department of our organization of- 
fers this service—and delivers the goods. 


It should be explained that we are not advertising 
agents—we place no business. The work described above 
precedes the actual work of making and placing the ad- 
vertising—the usual and proper function of an advertis- 
ing agent. 

If desired, we co-operate with the agent in this 
branch of the work—otherwise not. That is something 
which will adjust itself to the mutual satisfaction of 
everybody concerned, and we are here describing the ex- 
act conditions so that the advertiser may not be led into 
an intellectual fog-bank from whose murky depths a light- 
house looks like a battleship armed with disaster and 
destruction. 


Write for further facts and interesting particulars. 


THE ETHRIDGE COMPANY 
41 Union Square, New York City 
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OMMERCIAL ART CRITICISM. 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 


Readers of Printers’ Ink Will Receive Free of 
Charge Criticism of Commercial Art Matter Sent to Mr. Ethridge _ 




















The Colburn Machine Tool 
which takes up so much room in 


y this trade paper advertisement 


seems to be a rather complicated 
affair, but probably none too com- 
plicated for the work for which it 
is intended. 

Very likely the skilled factory 
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Col ine Tool Co, 
Franklin, Pa.U.S.A. 
Pore ign Agents bude 6 Co. Barton 4 Londen 
NO.I 





man would be duly impressed with 
the good picture of this tool and 
perhaps feel a strong inclination 
to investigate it farther. 

This effect, however, can hard- 
ly be produced if the merits of the 
machine are obscured by descrip- 
tive matter printed a!l over it in 
various kinds of type. 

Lettering and machinery mix 
badly—keep them separate as in 
the No. 2 illustration. Avoid the 
mechanical hash which disfigures 
the columns of so many trade pa- 
pers. 

ca 

Next to cutting off chickens’ 
heads with a very large and sharp 
axe, there is nothing that is quite 
so much sport as getting a com- 


. Jis the name insepara 


petitor down in a corner and ham- 
mering him into insensibility and 
then some more. 

Here is a full page trade paper 








linked with HIGH GRAD 











NO.2 





advertisement of the Rushmore 
Dynamo Works of Plainfield and 
other places that is a_ splendid 
illustration of this class of adver- 
tising. The Rushmore Company 
devotes precisely 1-14th of the 
available space in explaining how 
it has successfully invoked the law 
of the land against competitors 
who are imitators,and 13-14ths of 
the space to a weird picture show- 
ing a Chinese Junk going to pieces 
on the rocks with the surrounding 
water filled with Chinamen, rats 
and other pleasant objects. 

It is easy to imagine the unre- 
strained glee of the Rushmore 
Dynamo Works when this adver- 
tisement finally saw the light— 
also the confusion and dismay of 
the aforesaid imitating competi- 
tors. 

Such advertisements as _ this, 
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however, serve absolutely no other 
purpose. They don’t sell the goods, 
they don’t increase anybody’s self- 








respect, and they don’t create re- 
spect in the minds of others. 
* x: 2% 

Washburn-Crosby’s Gold Medal 
Flour is being advertised exten- 
sively in the newspapers by large 
black copy with white lettering on 
it. The advertisements are simple, 
striking and effective. 

In newspapers that are fairly 
well printed this copy shows up to 
excellent advantage and is a sane 
and sensible use of the space. 

There is a danger, though, that 





Kitchen Profits 


GOLD MEDAL FLOUR 
Bakes more tothe poun 
than ott flour 
therefore 


for the housewite 


WASHBURN CROSBY S 


3 ed, GOLD MEDAL 
Some FLOUR %: % 





this good advertising will set a 
bad example. These advertise- 
ments are all large—therefore they 
are easy to read. But if advertis- 





ers who cannot afford to use such 
large space attempt to gain the 
same effect by similar methods 
there may be a lot of good money 
wasted. 

A three or four column adver- 
tisement which is mostly black is 
an altogether different thing from 
a single column advertisement of 
the same nature—one is striking 
and easily read, and the other is 
unsightly and hard to decipher. 

The advertiser who uses small 
space will do well to stick to plain 
type effects and clean-cut pictures. 

x * x 

The effect of the somewhat re- 

markable advertisement shown 

















herewith is to couple the absolute 
limit of hopeless folly with the 
word Sapolio. If that is the real 
purpose of the advertisement— 
well and good. If it isn’t, what 
sf porn ie 

W. E. Woodward, who has been 
in charge of the promotion busi- 
ness of the Hearst Newspapers 
for the past two years, has left 
the Hearst organization and taken 
charge of the copy department of 
the J. Walter Thompson Agency. 
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Classified Advertisements 








double price will be charged. 





Advertisements in ‘Printers’ Ink” cost twenty cents a line or forty 
dollars a page (200 lines) for each insertion, $10.40 a line per year. Five 
r cent discount may be deducted if payment accompanies copy and order 
or insertion and ten per cent on yearly contract paid wholly in advance. 
If a specified position is demanded for an advertisement, and granted, 

















ADDRESSING MACHINES 


BUSINESS OPPORTUNITIES 





HE WALLACE STENC!1. ADDRESSING 

MACHINE is the only on: which cleanses 
the stencil immediately after the imprint is 
made—the vital’ point in stencil addressing. 
Used py PRINTERS’ INK, BUTTERICK 
PUBLISHING CO., McCLURE’S MAGA- 
ZINE, COURIER-BOYCE CO. and a majority 
of the large publishers throughout the country. 
ADDRESSING DONE AT LOW RATES. 
MACHINES FOR SALE. 
Wallace & Company, 29 Murray 8t., New York 











ADVERTISING AGENCIES 





A. O'GORMAN ACENCY,1 Madison Ave., 
* N.Y. Medical Journal Advg. exclusively 





LBERT FRANK & CO., 25 Broad St , N.Y 
General Advertising Agents. Established 
1872. Chicago, Boston, Philadelphia. Advertis- 
ing of all kinds placed in every part of the world. 





FRENCH TRANSLATIONS—Ads., Booklets, 
Follow-up Literature, etc., rendered in best 
French adapted to Canada. Write for low rates. 
Send for our booklet on “Advertising in Canada” 
—gives valuable information—best papers and 
rates. DESBARATS ADVERTISING 
AGENCY, Suite 50, 42 Victoria Sq., Montreal. 





W. KASTOR & SONS ADVERTISING 
* CO, Laclede Building, St. Louis, Mo. 





ANUFACTURERS’ Advertising Bureau, 
237 Broadway (opp. P. O.), New York. Ads 
inthe Trade Journals our specialtv. Ben) R 
Western, Proprietor. Established 1877. Booklet. 





ELSON A. CHESNUTT & COMPANY, 

makers of profitable advertising, 1832S Third 
Street, Philadelphia, Pa Advertising of all 
kinds prepared and placed everywhere. Write 
for our special proposition 


EARN TO WRITE ADVERTISEMENTS 

—I make it profitable for you from the start 
—success assured hy my new simple method. 
Send 13 two-cent stamps for 11 complete 
lessons, a valuable proof-reader’s chart, and 
instructions for a profitable mail order busi- 
ness requiring no capital—all for 24 cents in 
stamps. JOHN B. MENYUZ, Secretary, Ad- 
writers’ Association, Oak Lane, Philadel- 
phia, Pa, 








COIN CARDS 





$ PER 1,000. Less for more; any printing, 
The COIN WRAPPER CO,, Detroit,Mich. 





COIN MAILER 








$2:% per 1,000. For 6 coins $3. Any printing. 
PYTHIAN PRINT’G CO.,Ft.Madison, Ia. 








FOR SALE 





OR SALE—Two 40 H., P. variable speed, 220 

volts Jenny motors, eomplete with electric 
automatic control Adapted especially for 
printing press work. Reason for selling too 
small Address PURCHASING AGENT, 
Post-Dispatch, St. Louis, Mo. 





HALF-TONES 





PHYALE-TONES for the newspaper or cata- 
logue. Line Cuts. Designs. Electrotypes 
THE STANDARD ENGRAVING CO., 560 
7th Avenue, Times Square. 

EWSPAPER HALF-TONES. 2x3, 5c ; 

3x4, $1; 4x5, $1.60. Delivered when cash 
accompanies the order. Send for samples. 
KNOXVILLE ENGRAVING CO., Knoxville, 
Tenn, 








LACE trade paper advertising with KLINE 
ADV AGENCY, Ellicott Sq , Buffalo, N.Y. 





THE BOLTON ADVERTISING BUREAU, 
66 John R. Street, Detroit, Mich., makes a 
specialty of Manufacturer’s needs. Furnishes 
photo copies, eng-aved cuts and written copy, 
that sells the goods. Send catalogues and 
get estimates, 


PERFECT copper half-tones, 1 col.. $1; larger 
10c. per in. THE YOUNGSTOWN ARC 
ENGRAVING CO,, Youngstown, Ohio 





INDEX CARDS 





NDEX CARDS for all Cabinets. Get our 
prices and samples. THE BLAIR PRINT- 
ING CO., 912 Elm Street, Cincinnati, Ohio. 











ADVERTISING MEDIA 








HE Troy (Ohio) Record has printed an aver- 

age of over 100 town and country news items 
and editorials each day for five years. We 
challenge the world to show an equal record tor 
a 6,000-town daily. 





HE. Saturday Evening Post covers every State 
and ‘Territory. 








LETTER HEADS 


100 LETTER HEADS and 

100 ENVELOPES, 75c. postpaid 
Printed on Linen Finish Mail order Bond; vour 
choice of colors—White, Buff, Olive, Gold or 
Blue—to introduce our Money-Saving Price List 
of GOOD PRINTING. If you want to see 
samples before ordering send 4c. for postage. 
WESTERN BUSINESS AGENCY, Princess 
Building, Chester, Ill. 
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MAGAZINES 


OLLARS AND SENSE" (Col. Hunter's 

Great Book) free with ADVERTISERS’ 
MAGAZINE one year at 50cents. Indispens- 
able to business men who advertise. Best 
“‘Ad-School"’ in existence. Sample magazine 
free. ADVERTISERS’ MAGAZINE, 1737 
Commerce Building, Kansas City, Mo, 











PAPER 





BASsetr & SUTPHIN, 54-60 Lafayette Street, 
New York City. Coated papers a specialty. 
Diamond B Perfect. Write for high-grade 
catalogues. 








PATENTS 
p——— PATENTS. that PROTECT ————4 


Our 3 books for inventors mailed on receipt 
of 6 cts. stamps. R. 8. & B LACEY, 
Washington, D C. Established 1869. 

















‘PUBLISHING BUSINESS OPPORTUNITIES 


Monthly Trade Paper 


3,500 circulation. 

$12,000 gross business, 

$8,500 owner's profit. 

Large enhancement possible. 

Price, $8,000 cash, 
HARRIS-DIBBLE COMPANY 

Brokers in Publishing Property 
253 Broadway, New York 











PREMIUMS 





"THOUSANDS of suggestive premiums suit- 
able fér publishers and others from the fore- 
most makers and wholesale dealers in jewelry 
and kindred lines. 500-page list price illustrated 
catalogue. (@@) Greatest book of its kind. 
Published annually, 37th issue now ready; free. 
S. F. MYERS CO., 47w.-49 Maiden Lane, N.Y 








PRINTING 





you share with us the economy of our loca- 
tion. Our facilities insure perfect work. 
Prompt estimates on letter-heads, factory forms 
and booklets in large quantities. THE BOUL- 
TON PRESS, drawer 98, Cuba, N.Y. 








SUPPLIES 


ME. PUBLISHER : You ought to have Ber- 
nard’s Cold Water Paste in your circulation 
dep’t for pasting mailing wrappers; clean, con- 
venient and cheap. Sample free. BERNARD'S 
PASTE DEP’T, 71 Dearborn Street, Chicago. 











WANTS 





DVERTISING MANAGER—Wide experi- 

ence. Skilled executive. Original ideas. 
Thoroughly competent. Desires permanet posi- 
tion with reliable house. Highest references, 
Address ““ HARVARD,” care Printers’ Ink 





DVERTISING man and ARTIST ‘wants to 
change position. Nine years experience. 
“MARSHALL,” 224 So. 10th St., Newark, N. J- 


ASENTS wanted to sell ad novelties ; 26% com. 
3 samples, 10c. J C KENYON, Owego,N.Y. 


A* a hustler, with references from those you 
know, and want the Advertising Manager- 
ship of a live daily Have good executive ability, 
understand newspaper work thoroughly and can 
prepare any kind of copy Address ‘‘ MAN- 
AGER," care I’rinters’ Ink. 











OPY EDITOR, proof-reader, who is also 

an all around printer, seeks position in pub- 
I'sher’s office} can attend all details of publica- 
tion, newspaper, magazine, book or job; good 
education and judgment; wide experience, 
* HEADS,” care Printers’ Ink 





(Co MAN—Out-of-town agency wants ex- 
perienced writer, capable of managing de- 
partment,. Thorough knowledge of printing 
and art work necessary. The right man will 
be appreciated. Give full particulars in con- 
fidence to ““ EXPERIENCED,” Printers’ Ink. 





OUNTRY daily wants man who can write 
effective ads and get the business. Give refer 
ences and salary expected. SUN, Jackson, Tenn, 





AY-OU1-MAN -- Young man, especially 

adapted to laying out fine printed matter, 
wants position with a well-equipped printing 
house or in the advertising department of some 
concern that wants A No lprinting, Eleven 
years experience of the very best kind including 
specimen work in a leading type foundry. If you 
want a man with a good knowledge of advertis- 
ing and exceptionally good typographical 
taste, capable of getting up advertising matter 
with character and_ distinctiveness Write 


“T H.M,"’ care Printers’ Ink 

N-M-C- NO MORE CUT ROLLERS 
INK-DIVIDING BANDS 

Save many times theircost. Sales agent wanted, 

U. S. and Canada; big pay; particulars mailec. 

N-M-C-R COMPANY, Sole Mfrs. ,370-372 smith 

St (Phone 926 Hamilton), Brooklyn, N.Y. 








OSITION WANTED—Position of manager 


or business manager in city of 30,000 to‘ 


100,000 population by young man who has made 
a success of every proposition undertaken, 
Experienced in every department, has executive 
ability and business-building ideas. Habits 
exemplary and appearance good, Now em- 
ploved and giving satisfaction but wants larger 
field. Address, “ PROGRESSIVE," care 
Printers’ Ink. 

OSITIONS NOW OPEN—For odeerdiiien 

solicitor, Ct., $25; same, N. Y., $30; make-up 
editor, Mass., ‘$22; copy reader, Minn., $23; 
political reporter, N. J., $18; non-union ad. and 
job compos:tors, W Va. , $18. Booklet sent free. 
FERNALD’S NEWSPAPER MEN'S EX- 
CHANGE, Springtield, Mass. 














HE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


RADE PAPER EDITORS — Experienced 
writer for the trade press furnishes weekly 
or monthly New York letter based on personal 
interview with your trade. Reliable market 
reports. Reasonable remuneration. QUICK 
SERVICE, Room 519, 108 Fulton St., New York. 








RANSLATIONS — Technical and commer- 

cial translations from and into Spanish, 
French and German, ——s of foreign 
exchanges for trade papers a_ specialty. 
Reasonable rates. QUICK SE RVICE, Room 
519, 108 Fulton St., New York. 





ANTED — Advertising men. Experienced 

Writers, Managers, Solicitors; also open- 
ings for Executives, Bookkeepers and Account- 
ants, with publishing experience. Write us to 
day, stating age, experience and position desired. 
Service confidential. HAPGOODS, 305 Broadway, 
New York, or 1010 Hartford Building, Chicago. 





et: R ABLE TO PRODUCE PALPI- 
ATING PALAVER FOR PRESS 
ned APER ” AND PAMPHLET, as well as 
terse, original conceptions for car cards, desires 
toconnect with large advertiser. Pay for “goods” 
when delivered or salary, ‘J.,’’ Printers’ Ink, 
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ANTED—Clerks and others with common 

school educations only, who wish to qualify 
for ready positions at $25 a week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where. One graduate fills $8,000 piace, another 
$5,000, and any number earn $1,500. The best 
clothing adwriter in New York owes his success 
within a few months to my _,teachings. De- 
mand exceeds supply. GEORGE H. POWELL, 
Advertising and Business Expert, 768 Metro. 
politan Annex, N. Y 





YouNne MEN AND WOMEN of ability who 

seek positions as adwritersand ad managers 
should use the classified columns of PRINTERS’ 
INK, the. business journal for advertisers, pub- 
lished weekly at 10 spruce St., New York. Such 
advertisements will be inserted at 20 cents a 
line, six words to the line. PRINTERS’ INK 1s 
the best school for advertisers, and it reaches 
every week more employing advertisers than 
any other publication in the United States. 





DAVIDS’ PRACTICALgLETTERER | 


at $1, postage paid, will teach you how to write show cards and price tickets, a book 
of one hundred pages, with full particulars. Write for information. Address 


THADDEUS DAVIDS CO., 95 and 97 Vandam St., New York City. Est. 1825 





> 





AUGUST A RECORD MONTH IN 
OREG' 


PortLanp, Ore., Sept. 2, 1908. 
Dear Mr. Romer: 

Referring to yours of August 25th. 

Briefly, we signed’ up more new busi- 
ness during the month of August than 
in any other month in the history of 
our business. Inquiries are live. We 
are figuring on several big propositions 
and indications are that this fall will 
be the biggest in our history and that 
next year will be a dandy. 

Our biggest client, the Chas, H. Lilly 
Co., of Seattle, manufacturers of Lilly’s 
Best seeds, ‘increased their advertising 
during the panic and made more money 
last spring than in any other time of 


their history. They have given me a 
30 per cent. increased appropriation for 
this winter, and are ready to put in.still 
more money, if when winter comes, 
meas a give any reasonable excuse 
or it. 

Another client cut off his advertising 
entirely and now he admits he made the 
mistake of his business career. In fact, 
last November we had fourteen cancel- 
lations, most of whom were re-instated 
at the first of the year. As a result 
of the panic, our customers seem to 
have more confidence in advertising 
than ever before, and we find it much 
easier to get business to-day than ever. 
Yours very truly. 

CHapMAn ADVERTISING Co., 
C. C. CHAPMAN. 





are families in 


ers are the most prosperous. 


county. 


home. 


THOS. A. MAYSE 
President and General Manager 





THIS ADVERTISEMENT FOR 
THE SPACE BUYER 


In the making of your schedule of publications for the ensuing 
year we wish to call your attention to the Dallas Democrat, a 
weekly newspaper published at Dallas, Texas. 

The Democrat was established over a century ago and there 
Dallas county by the score who have not missed 
a single copy of the Democrat since the first issue. 

Dallas county is the richest county in the state and its farm- 


The Democrat reaches three-fourths of the farmers in Dallas 


The average net paid circulation of the Democrat for the six 
months ending July 30, 1908, was 10,120 copies each issue. Cover- 
ing about fourteen counties in North Texas, or an area about the 
size of the states of Massachusetts and Connecticut. 

he Democrat has a flat rate of 21 cents per inch. A discount 
allowed where there is no composition. 

Sixteen pages printed on fine book paper. Edited by men who 
have spent a lifetime in the making of a weekly newspaper for the 


Nothing tremendous, only a solid, substantial weekly news- 
paper read by solid, substantial people who spend their money for 
the betterment of their families and homes. 





Sworn circulation statements will be furnished on application 


The DALLAS DEMOCRAT COMPANY 


Dallas, Texas 
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What the Big Stores Are Doing 

















The Houston Sunday Post late- 
ly published a highly interesting 
“Dollar Page” on which a dozen 
stores in that city ran separate ad- 
vertisements turning on the same 
i ly, the offering of Mon- 
day items at this one price. This 
central idea gave the page great 
strength in itself, while the offer- 
ings were varied and interesting. 
One house advertised a dozen 
styles of women’s and children’s 
shoes and sandals at a dollar, mak- 
ing a special effort to get together 
a thousand pairs for the sale; 
some were small sizes, and there 
were other goods that might move 
slowly in regular stock, such as 
colored evening slippers. Men’s 
stores offered such things as a 
dozen handkerchiefs, four pairs of 
socks, a suit of light underwear, 
two shirts, any straw hat in the 
house (August), and even white 
duck trousers for a dollar. A 
book store offered a_ teachers’ 
Bible, cook book, two juvenile sto- 
ries, etc. In piece goods there 
was everything at the price, from 
Altman voile, value $1.50 a yard, 
down to twenty yards of gingham. 
A furniture store put forward six 
specials—medicine cabinet, rocking 
chair, clock shelf, pictures, rugs 
and lemonade set. Hammocks, 
family scales, mosquito covers, 
fish-rods, waffle-irons, lamps, sets 
of sad irons, children’s dresses, 
wash suits, a dozen glass goblets 
or china cups and-saucers, shirt- 
waists, handbags—these were more 
of the dollar offerings. One store 
gave the idea of a novel kink of 
its own, stating that every dollar 
article offered in its ad (there was 
$15.50 worth of merchandise) 
could be had for eight dollars 
The last ad on the page was that 
of a trust company, reminding 
readers that a dollar would open 
an account. This page, as a 
whole, contained nearly a hundred 
items. The object was to stimu- 
late Monday business—in most 
cases items were restricted to that 





’ 


day only, and not more than one 
lot was sold to a customer. Stores 
represented: Mistrot-Munn, W. L. 


Foley, Texas Lamp and Oil Co., 
Emil Lipper, Kiam Shoe Co., 
Crawford-Leigh Co., Pillot’s 


Rhodes-Haverty. Furniture Co., 
Franklin Mosquito Bar Co., C. L. 
& Theo. Bering, Gieseke Bros., 
and Union Bank and Trust Co., all 
of Houston, Texas. 


The restaurant in a big store usually 
gets scant advertising, for some reason. 
It seems a good idea, therefore, to take 
six inches single-column in the dailies, 
separate from the big ad, and publish 
that day’s menu of shopping lunches, 
Milwaukee.) 


with prices. (Espenhain’s, 





Saturday night sales are quite com- 
mon through the West. ‘‘After Supper 
Sale” is certainly a good name for such 
an event, starting sharp at 7 o’clock. 
It gets people in when they have the 
week’s wages. (Cartwright’s, San Ber- 
nardina, Cal.) 





White felt ‘toppers’ are now_worn 
in London, a style set by the Prince 
of Wales. An early importation of 
these hats, as yet strange te American 
men, was advertised by a_half-tone 
showing how they look on the Presi- 
dential candidates, Taft, Bryan, Sher- 
man and Kern. (Wanamaker’s, Phil- 
adelphia). Picture taken from New 
York World, and due credit given in 
the ad. 





An art needlework school, run by a 
competent woman expert, teaches every- 
thing from the simplest stitch to elabor- 
ate design and color-blending, where 
shoppers purchase materials in the 
Needlework department. All over the 
store, too, a coupon is given with a 
dollar purchase, and with fifty cents 
cash entitles bearer to four photographs 
taken in store gallery. Sitting is given 





as soon as coupon is presented. (Jones 
Dry Goods Co., Kansas City.) 
A graduate woman physician, in at- 


tendance at the ladies waiting-room of 
a large store, gives free consultation, 
and the store fills prescriptions at cost. 
(Brager’s, Baltimore.) 





A “two for one” sale of shirtwaists— 
purchasers bought a waist for $2, and 
were then entitled to pick out any waist 
in the store for nothing. Apart from 
a novel way of selling the garments at 
a dollar apiece, there was the gambling 
element of the whole stock being thrown 
oven, values from a dollar to $25. 
(Marx Store, Birmingham, Ala.) 



















































PRINTERS’ INK. 77 


A very good explanation of low 
yrices on seasonable stuff: Carload of 
‘ayser gloves that should have arrived 
a month ago was miscarried to Toronto 
by mistake. For that, the store was 
allowed a big reduction by the manu- 
facturers, the goods being summer wear. 
(Gimbel Brothers, Milwaukee.) 

Something impressive in the gift line 
for a furniture store—a $4,000 five- 
room bungalow, on a 40x125-foot lot, 
given to some customer of the store on 
a certificate plan, each 50-cent_ purchase 
entitling customers to a certificate. <A 
miniature model of the bungalow on _ex- 
hibition at the store. (Breuner’s, Oak- 
land, Cal.) * 

A small single-column space set apart 
on the store’s page for “Stray Bits of 
Store News.” hese are items concern- 
ing new goods arriving in various de- 
partments, but not yet advertised, and 
notes about the buying staff. Mr. Cros- 
by, the silk and dress goods buyer, got 
back from New ork yesterday. 
Madame Pentoney, millinery manager, 
should be back to-mcrrow at the store, 
with a fund of fashion news gathered 
in Paris and New York. And so on. 
A very readable little department. (The 
Crescent, Spokane, Wash.) 





Twenty reasons why you should shop 
here—the reasons are all numbered 
down the ad, in heav type, and each 
is a special offer. ach “reason” a 
bargain—not a bad way to tell the same 
old story of wonderful values. (Cohn’s, 
San Bernardino, Cal.) 

Five dollars in cash given to every 
purchaser of fifty dollars or over “in 
furniture and household goods. This 
idea of giving a present with a consid- 
erable purchase is all right for the peo- 
ple who buy $50 worth. But it must 
set the people who only buy $49 worth 
thinking about the present or the cash 
discount they didn’t get. (Offer made by 
Culligan, factory agent, Oakland, Cal.) 





A clothing store has been advertis- 
ing nifty things in suits all summer— 
serges, browns, etc. Making good talks 
in the newspapers on each feature, and 
making them stand out in the public 
mind. When time came for August 
sales, this advertising was taken advan- 
tage of—‘Early buyers at this sale may 
secure the rich brown shades advertised 
by us during the season, as well as any 
of the fancy and plain blue serges.” A 
good idea to adapt to other goods on 
the same principle. (The Hilton Co., 
Philadelphia.) 





Furniture cuts are apt to be poor. 
Good furniture cuts are more or less 
wooden—even. when the furniture is 
made of iron. Some advertising men 
try to make furniture exciting by show- 
ing the —— of a room, grouped to- 
gether—a bedroom, a parlor. Better 
than that, show a house on the New 
York Journal plan, taking off the side 
or roof, and revealing the fittings in 
each room. As done by the Rhodes- 
Burford Furniture Co., (Indianapolis) 
it looks good—shows everything except 
where the fatal shot was fired, and puts 
a human aspect on the furniture talk. 


The central feature of a “clean 
sweep” bargain ad was a coupon, which 
readers cut out of the paper and 
brought to the store. The first 10@ 
adults entering the store that morning 
got a ticket entitling them to a 25-cent 
broom for 9 cents. Four other coupons 
served as consolation prizes—good for 
four special offers all day to anybody 
except children. (Williamsport, Pa.) 


Shoe repairs are dealt with in a shoe 
store’s advertising, the old-fashioned 


- cobbler being denounced for his clumsy 


workmanship, and readers told that this 
store makes repairs with the same kinds 
of machinery, workmen and materials 
who made the shoes. (Stout’s Factory 
Shoe Store, Indianapolis.) 





_Morning shopping — something every 
big store wants to promote, and yet few 
stores go after strenuously. The usual 
way is to offer morning bargains which 
stop at noon, or double trading stamps 
in the morning. One establishment 
backs up its morning bargains, runnin 
from 8 till 11 o’elock, with a poe | 
ten-cent luncheon, consisting of sand- 
wich, potato salad, ‘baked beans and 
coffee. Some people start to do morn- 
ing snopping without breakfast. (The 
Star Store, Indianapolis.) 





A trademark, registered, and a trade 
name, are freely used in the advertising 
of the Rosenbaum Company (Pitts- 
burg). The mark is like a coat of arms, 
with a rosé in one corner, and what ap- 
pears to be a balm bush in the other—if 
there are balm bushes. Result—‘‘Rose-n- 
balm.”” The trade name is the arbitrary 
word “Arco,” evidently coined from the 
firm name. mark and name of this 
character, protected by the United 
States Patent Office, are handy assets 
for a store. 





A pretty variation of the stale “green 
tag’”’ sale scheme was a mid-summer sale 
of general merchandise under the title 
of “Butterfly Sale.” Everything in the 
store with a cut price had attached a 
card cut in the shape of a butterfly. 
(Chas. F. Parker, Houston, Texas.) 





An exclusive model in women’s fall 
hats, made for the store, and not to be 
seen elsewhere, is surely worth makin 
a little fuss over. One ad man handled 
such a piece of merchandise by having 
a good picture made, showing the hat 
on ‘a woman. Then he described it. 
Then he suggested that people come 
and see it in a small showcase at the 
main entrance, and if there was time, 
to try it on. All this made it a very 
important hat ad and that was what was 
needed. (M. E. Gimbel Co., Houston, 
Texas.) 


As the fall fabrics begin to come in, 
one store publishes a little notice in 
the ad, stating that people living out 
of town can have samples of fall 
ginghams, madras and other cotton 
goods—‘“‘just a postal will bring a sam- 
ple shower thick as falling leaves.” <A 
little detail often overlooked by the 
ad man—women always like samples, 
and daily papers nowadays reach far 
out of the shopping district. (Levy’s, 
Houston, Texas) 
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THE PITTSBURG 


PRESS 


is the only newspaper in Western Pennsylvania 
with over 100,000 sworn circulation 


Average daily sworn circulation, 6 months end- 


ing June 30, 1908— 


101,114 


Average sworn circulation of Sunday, 6 months 
ending June 30, 1908— 


19,773 


The Daily and Sunday Press carries more 
display advertising than any other news- 
paper in the world—and is the one BIG 
classified medium in Western Penna. 


Way ths PRESS is the Best Re- 
+ sult Getter in the Country ” 


O. S. HERSHMAN H. C. MILHOLLAND 
President and Publisher Manager 


C. J. BILLSON, Manager Eastern Office JOHN GLASS, Manager Western Office 
9 W. 29th Street, New York Boyce Building, Chicago 
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@ The Family Herald and 
Weekly Star.is read by prac- 
tically every prosperous Eng- 
lish farmer in Canada, 





Canada is prosperous! 

The financial depres- 
sion which affected the 
United States since last 
October did not disturb 
Canada. There are miles 
and miles of yielding 
farm . lands, tilled by 
thrifty farmers who know 
what they want and have 
the money to buy it. 

Canadians, particularly 


The Family Herald and 
Weekly Star is the pub- 
lication that will meet this 
condition, as it is deliv- 
ered regularly into more 
than 95 per cent. of the 
post-ofices in Canada. 
There is hardly an Eng- 
lish farmer in the entire 
Dominion who is not a 
regular subscriber to this 
newspaper, and as every 
subscription is paid for in 


the buying element, are 
canstantly looking to this 
side of the border for new 
ideas. The American 
manufacturer should get 
in touch with this trade 
by means of a proper dis- 
tribution of goods through- 
out the Dominion, _fol- 
lowed by an aggressive 
and persistent advertising 
campaign. 


Circulation, 150,000 Copies 
Rate, 20 Cents per Line, Flat 


advance, you will appre- 
ciate the value of this cir- 
culation. 

Canada has never expe- 
rienced such a reign of 
prosperity as the present 
one, and every indication 
points toward this condi- 
tion as being permanent. 
Can you afford to over- 
look a field that presents 
so many opportunities? 

Think it over. 





SPECIAL REPRESENTATIVES 


DAN A. CARROLL 


Tribune Building 
New York 


. 


W. Y. PERRY 


First National Bank Building 


Chicago 
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Did Any Newspaper 
Ever Receive a Stronger Unsolicited 
Indorsement of Its Value as an 


Advertising Medium Than This? 


Cable Address ‘‘RAMBLER'"’ Kenosha, Wis. 


Roydar- 


AUTOMOBILES 


Charles Jeffery 











Thomas B. Jeffery 


Thomas B. Jeffery & Company 
Main Office and Faetory 
KENOSHA, WIS. 


Branches and Distributing Agencies 


MILWAUKEE 
PHILADELPHIA SAN FRANCISCO 


Kindly address all correspondence to the Company not to Individuals 


Harold W. Jeffery 


BOSTON 


KENosHA, Wis., August 19, 1908. 


THE KANSAS CITY STAR, Kansas City, Mo. 


Dear Sirs: Sixty Rambler cars were sold as a result of 
our first month’s campaign in the Kansas City Daily Star 
and Weekly Star. The cost of the advertising to us was a 
little over eight hundred dollars and the sales amounted to 
nearly one hundred thousand dollars. 

We are now quite well able to understand why it is that the 
Kansas City Star so completely predominates the newspaper 
field in Kansas City and the Southwest. 

We chose this medium because of its progressive policy 


and its reputation as a high class newspaper in all parts of. 
the United States. The influence of The Star is probably” 


its most important asset and the influence exerted by any 
newspaper upon its readers depends upon the character of 
its management. 

Although our campaign has just begun in Kansas City, 
the results have been marvelous. Yet we consider that the 
greatest results are to come, now that we have an estab- 
lished and responsible dealer in Kansas City. 

Although it is contrary to the general policy of this com- 
pany to compliment a newspaper upon its advertising, the 
fruits of our campaign in Kansas City have been so great 
that we could not refrain from taking this course in this 
instance. x 

Yours very truly, 


THOMAS B. JEFFERY & COMPANY. 






























sa 





